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Alumilite Process Prevents Corrosion 


Of Ice Cube Trays and Grids 


By R. E. Pettit, 


Aluminum Colors, 
APID commercial developmen 


Sales Engineer 
Inc., Indianapolis 


t of electric refrigeration for the 


home has required extensive research efforts in the develop- 
ment of attractive, yet efficient, metal finishes. Aluminum cooking 


utensils have long been the choice 


for culinary usage and it is only 


logical that aluminum should be a standard metal for the manu- 


facture of household refrigeration 


equipment. Articles such as ice 


Department of the Aluminum Colors, 
Inc., and it was soon recognized that 
the Alumilite Process, an anodic oxida- 
tion treatment commercially developed 
by this organization, was an answer to 
the trouble. 

The Alumilite process is a chemical 
and electrochemical method of produc- 
ing on an aluminum or aluminum alloy 
surface, a uniformly hard and tenacious 
coating of aluminum oxide. 

Aluminum articles to be processed are 
first cleaned by dipping them in a hot 
caustic soda solution, which is followed 
immediately with a cold water rinse. 

The next step in the process is the 
formation of the Alumilite coating. This 
is accomplished by making the article to 


be coated the anode, or positive elec- 


cube trays and grids, hydrators, refrig-@ 


erator dishes, shelf hooks and moulding 
for dressing up the refrigerator box, to 
say nothing of the countless screws used 
in this industry, are fabricated of alum- 
inum or one of the strong aluminum 
alloys. 

The prestige held by aluminum in 
culinary equipment is based on per- 
formance under service conditions. The 
pleasing, silvery appearance of an alum- 
inum article speaks for itself. The light- 
ness of an aluminum hydrator or alum- 
inum refrigerator dish facilitates han- 
dling, yet the strength and durability 
of the aluminum alloy used in the con- 
struction of these articles satisfies the 
most exacting demands. 

In the transfer of heat by conduction, 
the heat travels from the hotter to the 
colder matter. Naturally, the greater 
the slope, or temperature difference be- 
tween neighboring points, the greater 
the amount of heat conducted. 

In such an important field as the 
chilling of foodstuffs, by the transfer 
of heat through conduction, it is vital 
that the food containers be constructed 
of a material having a high heat con- 
ductivity value, other physical char- 
acteristics being equal, to insure maxi- 
mum and uniform heat transfer in a 
minimum of time. 

The thermal conductivity of aluminum 
is an important factor in connection 
with this metal’s application in the field 
of mechanical refrigeration. The ther- 
mal conductivity of metallic containers 
in the preserving of foodstuffs by chill- 
ing is of considerable importance, and 
this property of aluminum together with 
the metal’s other advantageous char- 
acteristics, such as lightness, strength, 
ease of fabrication and appearance, 
have given this comparatively young 
metal its high rating. 

Aluminum, however, is not without its 
drawbacks. On long standing in certain 
types of water found in widely scattered 
localities of the United States, aluminum 
becomes discolored. During alternate 
freezing and defrosting operations, the 
effects of dissolved traces of alkaline 
earth salts are brought into play. These 
reactions, together with the absence of 
sufficient oxygen required to maintain 
an efficient oxidized protective surface, 
are contributing factors in the forma- 


Comparative Effects of Salt Spray 


A salt spray corroded the aluminum tray and grids at left, but did not 
affect the parts with an anodic coating of Alumilite. See story adjoining. 


tion of surface discoloration. For rea- 
sons of appearance, over long periods of 
time, the plain aluminum surface is not 
always wholly satisfactory. 

Aluminum is a comparatively soft 
metal, and because of the poor abrasion 
resisting qualities, aluminum discolors 
light colored articles that are rubbed 
against its surface. Housewives are well 
aware of the formation of black streaks 
on white sinks or drainboards when 
aluminum articles are rubbed over the 
surface. Also continued handling of an 
aluminum article may leave a smudge 
on the hands. 

Shortly after the introduction of the 
mechanical refrigerator, it was appar- 
ent that certain objections were to be 
raised against the use of aluminum ice 
cube trays, grids and other utensils. 
The objection was the smudging and 
discoloration of the aluminum. 

The problem of overcoming this diffi- 
culty was undertaken by the Research 
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trode, in an electrolyte composed of sul- 
phuric acid and certain inorganic and 
organic modifiers. The lead tank lining 
forms the cathode, or negative electrode. 

A current density of approximately 15 
amperes per square foot of surface, at 
12 volts pressure is passed through the 
work. Electrochemical and chemical re- 
actions set in motion by the passage of 
the electrical current cause the forma- 
tion of the aluminum oxide coating on 
the aluminum surface. 

During the early commercial develop- 
ment of the Alumilite process for ice 
cube trays, grids and other articles used 
as food containers in the refrigerator, 
another problem, almost as serious as 
the discoloration of the plain aluminum 
surface, presented itself. 

The Alumilite coating proved to be an 
efficient protective coating in preventing 
the discoloration of the aluminum sur- 
face. However, when the coating came 
into direct contact with certain types of 
colored foods, or was extensively han- 
dled by human hands, it became stained. 

This difficulty was more or less antici- 
pated, although not considered seri- 
ously, because one of the inherent qual- 
ities of the Alumilite coating is absorp- 
tion. When a freshly formed coating is 
brought into direct contact with an 
aqueous color bath, the colored solution 
is absorbed within the film by capillary 
attraction. 

A systematic investigation was made 
to determine whether or not it would 
be possible to modify the absorptive 
properties of the coating to such an ex- 
tent that the staining of the coating 
would be overcome. 

A method was developed which sealed 
the pores of the coating and reduced 
this condition to a minimum. 

Now, in the commercial Alumilite 
processing of aluminum refrigerator 
parts, the “Alumilite Sealer” treatment 
is incorporated in the production line 
immediately after the electrolytic treat- 
ment. 

In addition to the use of Alumilited 
aluminum trays, grids and other food 
receptacles, processed aluminum mold- 
ing is being used to some extent for 
trim on the outside of the box. 

The molding is rolled from coiled 
aluminum sheet which has been previ- 
ously treated in continuous lengths of 
700 ft. or more. By proper control of 
the operating conditions, an aluminum 
oxide coating can be formed having 
sufficient flexibility to stand mild form- 
ing operations. The forming operation 
does not destroy the protective proper- 
ties or the appearance of the finish. 

The Alumilite or anodic oxide coating, 
when formed on aluminum sheet, has 
a frosted, white appearance, not unlike 
a “butler” or scratch brush silver finish. 
In hardness it resembles corundum and 
has a rating of 8% to 9 on the Mohs 
scale of hardness. The natural hardness 
of the coating, together with the fact 
that it will not chip or flake, makes 
Alumilite an abrasion-resistant coating. 

The well-known resistance of alum- 
inum to withstand continued attack by 
the natural corrosive influences is in no 
small way the direct result of an ever- 
present, naturally formed, minute oxide 
coating on the aluminum surface. 

When an oxide coating is artificially 
formed on an aluminum surface, many 
times thicker than the naturally formed 
film, the protective value of the artifi- 
cial coating can better be understood 
Commercially prepared specimens 
have withstood the action of the salt 
spray test (spraying the article con- 
tinuously with a 20 per cent sodium 
chloride solution) for several hundred 


hours without breaking down. 


Latest Patents Issued In Field 
Of Electric Refrigeration 


(Continued from Page 7, Column 5) 


1930. Serial No. 474,178. 20 Claims. (Cl. 62 
—115.) 

1. In a refrigerating system including a 
compressor, a condenser, an expander and 
an evaporator, and pipe lines connecting 
the same in circuit, the combination of a 
liquid tray located in the pipe line from 
the evaporator to the compressor, conduit 
means for connecting said tray to the eva- 
porator inlet whereby liquid may be re- 
turned to the evaporator, a valve to close 
said conduit, and constantly operated means 
to open and close said valve intermittently. 


1,878,759. METHOD AND APPARATUS 
FOR FREEZING LIQUIDS. Lloyd G. Cope- 
man, Flint, Mich., assignor to Copeman 
Laboratories Co., Flint, Mich., a Corporation 
of Michigan. Filed Aug. 18, 1930. Serial 
No. 475,944. 12 Claims. (Cl. 62—172.) 

1. The method of forming small particles 
of ice which comprises maintaining a wall 
at temperatures below freezing, applying 
the liquid to be frozen in a relatively thin 
film whereby it will congeal on the surface 
or surfaces of said wall and then distorting 
said wall in the direction of its length to 
remove the frozen particles of ice. 

7. A sharp freezing unit for forming small 
particles of ice comprising a cooling unit, a 
wall of distortable material positioned adja- 
cent the surface or surfaces of said cooling 
unit, means for depositing the liquid to be 
frozen on the surfaces of said wall and 
means for distorting said wall in the direc- 
tion of its length to automatically dislodge 
the ice therefrom in small particles. 


1,878,772. REFRIGERATION SYSTEM. 
John P. Green, Philadelphia, Pa. Filed Oct. 
4, 1928. Serial No. 310,289. 8 Claims. (CI. 
62—141.) 

1. Apparatus of the character described 
comprising refrigerating means adapted to 
form ice within a predetermined region, and 
means comprising a wide beverage passage 
having a longitudinal portion thereof ex- 
tending into said freezing region, the width 
of said passage being of such dimension 
that the beverage may be frozen to a pre- 
determined extent only transversely of said 
passage, whereby another longitudinal por- 
tion of said passage remains unobstructed, 
the walls of said passage constituting heat- 
conducting fins for transferring heat from 
the beverage. 


1,878,798. REFRIGERATING MECHAN- 
ISM. Glenn Muffly, Detroit, Mich., assignor 
to Copeland Products, Inc., Detroit, Mich. 


Filed March 21, 1929. Serial No. 348,834 9 
Claims. (Cl. 62—8.) 

1. A refrigerant control valve compri: ¢ 
a body formed with a refrigerant passag 4 
stem reciprocatory in said body to con »| 
said passage, a head carried by said s° m 
and spaced from said body, an expans: |e 
container engaging said head at one i 
thereof for actuating the stem, an abutm. ;t 
carried by said body for the other end of 
said container, a housing surrounding 
container carried by said body and forr 4 
with a refrigerant inlet and outlet. an « «. 
pansible container connecting said he.d 
with said body, the body being forn 4 
with an opening from said passage to > 
last named container. 


1,878,803. CONTINUOUS ABSORPTI(\.N 
REFRIGERATING SYSTEM. Edmund 
tenkirch, Neuenhagen, near Berlin, Germa 


a 


assignor to Siemens-Schuckertwerke A 
tiengesellschaft, Berlin-Siemensstadt, G:r- 
many, a Corporation of Germany. Filid 


May 21, 1931, Serial No. 538,905, and in Ger- 
many May 27, 1930. 6 Claims. (Cl. 62—119.) ) 

A refrigerator structure including 4 
combined evaporator and absorber consi 
ing of a single vessel shaped to form t! 
sides and back of a refrigerator cabinet. 


1,878,831. ABSORPTION REFRIGERAT 
ING SYSTEM. Stanley R. Cummings, Ca 
ton, Ohio, assignor to The Hoover C€ 
North Canton, Ohio, a Corporation of Ohio 
Filed Jan. 24, 1930. Serial No. 423,075. 5 
Claims. (Cl. 62—119.5.) 

1. In a refrigerating system of the absorp 
tion type employing a plurality of refriger- 
ants, the combination of a generator for ex- 
pelling one refrigerant from an absorption 
solution, an absorber-separator, means for 
feeding a vapor mixture of said refrigerants 
into said absorber-separator, means for cir 
culating the absorption solution betwee: 
said generator and said absorber-separator 
to cause one refrigerant to be absorbed and 
another condensed in said absorber-separat 
tor and a jacket surrounding a portion cf 
said absorber-separator and forming part of 
said absorption solution circulating means 
for causing the absorption solution to heat 
said portion and vaporize the condensed re 
frigerant in said absorber-separator. 


1,878,929. REFRIGERATION. Walter A 
Kuenzli, Evansville, Ind., and Alvis Yates 
Dowell, Hastings-on- Hudson, N. Y., as 
signors to Servel, Inc., New York, N. Y., a 
Corporation of Delaware. Filed Oct. 7, 1930 
Serial No. 486,993. 5 Claims. (Cl. 137—68.) 


FRENCH TUBES to fill every 


standard and special neec 


THERE ARE French Copper Refrigeration Tubes . . . 
diameter and thin wall seamless tubes... 


ation requirement. 


small 
for every refriger- 


Stock sizes are 1/4 in., 3/8 in., 7/16 in., 1/2 in., 5/8 in., 
and 3/4 in., all in .035 in. gauge. Heavier gauges can be 
made to order. Stock coils are 25, 50 and 100 feet long. 
Longer lengths can be supplied at short notice. 


French Deluxe Copper Refrigeration Tubes are free from 
oxide and foreign matter. Each coil is completely dehydrated 
sealed, rigidly tested and reaches you ready for use. For 
manufacturers who prefer to do their own dehydrating, the 
French Manufacturing Company produces copper tubes dried 
(commercially dehydrated), with either open or closed ends. 


All French Copper Refrigeration Tubes possess the requi- 
site properties for lasting, dependable service. Their grain 
structure is uniform. This important quality is in every coil 
because highest metallurgical skill, long manufacturing expe- 
rience and only the best of raw material go into their produc- 


Y) 
THE FRENCH 


tion. Additional information will be furnished upon request. 


MANUFACTURING CO. 


General Offices: Waterbury, Connecticut 


FRENCH REFRIGERATION TUBES 
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DAILY EXPLAINS 


J)B ADVERTISING 
VUST PERFORM 


Get Attention; Create 
Desire, Then Aid 


Salesmen 


NEW YORK CITY—Advertising has 
n than one job to do. Not only must 
it ring public attention to a product, 
then create a desire for that good, 
but it must help the salesman sell—it 
must open the prospect’s door for him, 
make the housewife realize that the 


an 
salesman has something more to offer 
than a convicing line of gab. 

This was the assertion of Walter J. 
Daily, advertising and sales promotion 
manager of the General Electric Co.’s 
refrigeration department, when he 
spoke at the last session of the fifteenth 


annual Direct Mail Advertising Associa- 
conference held Oct. 5, 6, and 7 at 


tior 
Hotel Pennsylvania here. 

Mr. Daily’s address, like all others at 
the last session, was a discussion of how 


sales principles studied at the confer- 
ence are actually applied in sales pro- 
motion and advertising efforts. 

Using a set of charts to illustrate his 
statements, Mr. Daily outlined various 
means used by General Electric Co. to 
help the salesman do his job—magazine 
and newspaper advertisements calling 
public attention to the salesman, direct- 
mail pieces intended to create friendli- 
ness toward the salesman on the part 
of the prospect, radio broadcasts with 
the same purpose. 

But no amount of advertising can 
help the salesman properly unless it has 
been prepared by men with a first-hand 

(Concluded on Page 6, Column 4) 


PENDERGRAPH SECOND 
IN ELECTION CONTEST 


CLEVELAND, Oct. 10.—(Special wire 
to ELectric REFRIGERATION News)—H. A. 
“Happ” Pendergraph, Tennessee candi- 
date for president of Refrigerania in 
the “Monitor Top Electric Campaign,” 
General Electric sales contest, polled 
51,300 votes last week, the fifth week of 
the campaign, which gives him a total 
of 137,474 votes—175 per cent of his 
quota—and places him second in the 
presidential race. 

Albert Ahrens, General Electric dis- 
tributor in Oklahoma City, still leads as 
candidate for president, but is only 
17,000 votes ahead of Pendergraph. 

M. E. Brown of Louisville managed to 
get only 22,220 votes last week, and so 
had to drop to third place. N. K. “Nick” 
Ovalle, the Harrisburg, Pa., candidate, 
also dropped a notch in the standings 
ana now is fourth. However, he leads 
his district, and has a good chance for | 
the office of secretary of state. 


Wayne Merriam, distributor in Al- | Copeland Products, 


Concluded on Page 20, Column 5) 


APEX BUYS JORDAN PLANT, 
CONSOLIDATE PRODUCTION 


‘LEVELAND—Apex Electrical Mfg 
C manufacturer of Apex electric re- 
erators, vacuum cleaners, washers, 
ironers, has just purchased the big 
lan Motor plant across 152nd St. 
tr m its present plant, and will shortly 
( solidate all its manufacturing activi- 
t in these two plants, according to an 
ouncement from C. G. Frantz, presi- 
The property is said to be valued 
$500,000 
or several years, the foundry 
™ tor plant, the refrigerator plant, and 
t washer and iron plant have been 
rated in scattered parts of the city, 
with the acquisition of the Jordan 
fe tory, all will be conducted together 
he Jordan property includes eight 
es on which have been erected five 
proof buildings, tied together for 
light line automobile production 
F .or space totals approximately 160,000 
Concluded on Page 6, Column 3) 


© BSON APPOINTS G. N. BENKLY 
FRENCH REPRESENTATIVE 


a t 


and 


a 


‘REENVILLE, Mich 


G. N. Benkly, | 
'' rigeration engineer, has been ap- 
P nted field sales representative in 


F ince and other European countries 
the Gibson Electric 
Ir. Benkly has lived in Europe for 
ny years and is well acquainted with 
European market, according 
© as. I. Horowitz, Gibson's 
nm nager. 


Refrigerator 


to | 
export | 


Favorable Verdict 
Returned For 
Majestic 


NEWARK—By winning a favorable 


verdict, Friday, Oct. 6, in the suit of 
Grigsby-Grunow Co. vs. North Ward 
Radio Co., Inc., of Newark, the manu- 


facturer of Majestic radios and refrig- 
erators has established an important 
point in the legal relations of manufac- 
turers and distributors, Majestic officials 
believe. 

The jury, after deliberating five hours, 
bright in a verdict awarding the Grigs- 


by-Grunow Co. $74,000 in cash and 
$25,000 worth of Grigsby-Grunow bonds, 
according to Don R. Compton, vi 
president and treasurer of the Grigsby- 
Grunow Co. Judge William Clark pre- 
sided over 
the Federal district court here. 

The North Ward Radio Co. was for- 
merly a distributor for the Majestic 
radio and refrigerator manufactured by 
the Grigsby-Grunow Co. A year ago this 
Newark firm decided to end its activity 
as a Majestic distributor, according to} 
Mr. Compton, and demanded that Grigs- | 
by-Grunow take back all the merchan- 
dise which the North Ward Radio Co. 
had accumulated, at invoice price plus 
freight. 

Refusal to take back the merchandise 

(Concluded on Page 6, Column 5) 


KURTZ FIRST SERVEL 
‘DIGGER’ TO QUALIFY 


EVANSVILLE, Ind.—To John W. 
Kurtz, salesman of the H. C. Noll Co., 
Servel Hermetic distributor in the 


Omaha territory, goes the honor of be- 
ing the first ’49er to make five sales, and 
thus to qualify for membership in the} 
Diggers’ Club of the Servel Gold Rush | 
sales contest, now being held. 

Kurtz is a school teacher by profes- 
sion, and his sales of Servel or du 


are the result of organized effort dur- 
ing his vacation period and spare hours 

Since he joined the Noll Co. early in 
1931, Kurtz has closed more than 200 
sales, without a revert, according to H. 
C. Noll, president. 

David Berdy of the Majestic Refrig- 
erator Corp., Servel commercial dis- 
tributor for the Brooklyn territory, was 
the first commercial salesman to qualify | 
for membership in the Diggers’ Club. 

At the end of the first 10 days of the | 
Gold Rush, Berdy had closed his five | 
sales entitling him to the symbolic gold | 
shovel. 

Two other Majestic Refrigerator Corp. 
salesmen have also qualified for mem- 


(Concluded on Page 6, Column 1) 


COPELAND SHIPMENTS IN 
SEPTEMBER OVER AUGUST 


MT. CLEMENS, Mich.—Shipments of 
|Copeland refrigerators in September | 
| Showed an increase of 33 per cent over 


those for August, W. D. McElhinny, 
vice president in charge of sales of | 
Inc., has announced. 


“This increase,” Mr. McElhinny states, 
“was shown on orders received after | 
Sept. 1 and denotes an increase in re- 
tail sales as September orders were 29.4 


greater than those received during 
August. 
“Orders and shipments for the first 


week in October maintained the Septem- 
ber rate.” 


SEPTEMBER LEONARD 
SHIPMENTS 255° OF 
SAME PERIOD IN 1931 


DETROIT, Oct. 11—Unit ship- 
ments on Leonard electric refriger- 
ators in September were 255 per 
cent of shipments for the same 
month a year ago, Robert I. Petrie, 
general sales manager of the Leon- 
ard Refrigerator Co., told the con- 
cern’s distributors, assembled here 
today for their 52nd annual conven- 
tion. 

For the fiscal year ending Sept. 
30, 1932, the company’s unit ship- 
ments were 232 per cent of those of 
the preceding year, he said. 


Leonard Announces 


Unit Priced at $112 


ators, and heard addresses urgin 


| 
the trial which was held in | ~ 


The occasion was he 52nd annual 


Distributors Witness Unveiling of 1933 Line 
At Convention; Executives Speak 
DETROIT, Oct. 11.—More than 100 vociferous distributors and 


field men, assembled here from all parts of the United States, today 
witnessed the unveiling of the new line of Leonard electric refriger- 


g them to go out and capture a 


large slice of the refrigeration business in the ensuing 12 months. 


convention of the Leonard Refrig- 


‘We'r re + Leaded Pa aw 


Says A. M. Taylor (right), merchandising director of the Leonard Re- 
to R. I. Petrie, sales manage, in discussing the new line. 


frigerator Co., 


Fernald Appointed 


General Manager 


Of Baker 


OMAHA With the appointment of J. | has become a part of the export division 
commercial sales | Of General Motors Corp. and will handle 


M. Fernald, formerly 
|manager of Kelvinator and later 
president of General Refrigeration Sales 
Co., as general manager of the Baker 
Ice Machine Co., Inc., 
3aker, 
of the refrigeration industry, has retired 


erator Co. of this city and Grand Rapids. 
The place of the introduction to the new 
line was the Players’ Playhouse. To- 
night the convention was moved to the 
Book-Cadillac Hotel for the annual ban- 
quet and entertainment. 

Tomorrow, after a tour of inspection 
of the factory, the guests will repair 
across the river to Windsor, Ontario, 
whence, aboard the S. S. Pelee, they 
will be taken on a cruise through the 
Canadian waters of Lake Erie. 

The guests greeted with cheers the 
announcement of Robert I. Petrie, gen- 
eral sales manager, that the lowest- 
priced model in the new line would 
sell at $112, at the factory, installation 
and tax paid. 

“This new low-priced model is in 
keeping with present conditions,” he 
declared. “But you will have to sell a 
lot of them if the factory is to realize a 
fair profit.” 

Ten models—six of them finished out- 
side with lacquer and inside with seam- 
|less porcelain and four models porce- 
|lain-finished inside and out—constitute 
the line, which was dramatically intro- 
duced by Mr. Petrie. 

Such features as the “Len-A-Dor,” by 
means of which the door is opened by 
a touch of the toe, the Vegetable 
Crisper, and the automatic interior elec- 
tric light, have been retained and im- 
proved upon. 

Other features, including a defrosting 
arrangement which accomplishes its 


FRIGIDAIRE, LTD, IN 
G. M. EXPORT DIVISION 


| 


vice | all 


| seventeenth floor of the 


Joseph Lincoln | I 
pioneer and picturesque figure | president and managing director. 


from active management of the com- | 


pany. 

C. A. Baker succeeds Mr. Baker as 
president, and will also direct sales and 
advertising. R. L. Baker is now vice 
president, managing credits and collec- 
tions. H. G. Kelly is secretary and trea- 
surer of the company, and Charles Knox 
is head of manufacturing and engineer- 
ing 

Mr. Baker has been connected with 
the refrigeration industry since 1905, in 
which year he started the manufacture 
of ice machines in a small machine shop 


NEW YORK CITY—Frigidaire, Ltd., 


overseas 
its new 


refrigeration activities 

headquarters on the)! 
General Motors 
building here, according to G. D. Riedel, 


from 


Riedel was formerly  Frigidaire’s 
European manager. He will have on 
his staff: E. N. Madden, vice president 


and assistant managing director; R. R. 
Coleman, formerly with the Overseas 
Motor Service Corp.; C. W. McGriff, 
who has been transferred from Dayton, 
and G. K. Jolles, also from Dayton, 
who will look after all technical and 
sales engineering matters. 

Frigidaire’s export business exceeded | 
$14,000,000 in 1929 

The first Fridigaires were marketed | 
overseas early in 1925, and the volume | 
of business was approximately $500,000 


| lished for all models 


purpose while continuing refrigeration, 
a suspended dairy basket for the stor- 
age of eggs, butter, and cheese, and a 
vegetable bin which appears in the 
higher-priced models, were introduced 
and described. 

Promptly at 10 o’clock in the morn- 
ing, H. W. Burritt, vice president in 

(Concluded on Page 20, Column 1) 


PEERLESS ANNOUNCES 
NEW THERMAL VALVE 


CHICAGO--A new Peerless 
expansion valve has just been announced 
by R. W. Kritzer, vice president of the 
Peerless Ice Machine Co. 

The new valve is built entirely of 
bronze and copper, and is designed for 
use with methyl! chloride, sulphur diox- 
| ide, freon (F-12), and other refrigerants 
which do not corrode these metals 

A list price of $13.50 has been estab- 
A standard length 


thermal 


in this city. As the business grew, it| that year. Taking advantage of the ex- of 18-in. tubing is provided with each 
as m ‘ ‘ a. ‘ . a |} valve unless therwise specifie y 
was moved to larger quarters in a build (Concluded on Page 20, Column 4) K - otherwise spec ified, Mr. 
ing previously occupied as street car Aritzer states. The liquid inlet is a 
shops 4-in. flared parr errng x while the suc- 

The present Baker Ice Machine Co 5 SALESMEN GET CHECKS |" ee" is a %-in. flared connection 
(Concluded on Page 6, Column 5) feature of the valve is its 
Ps of warming the thermostatic 


F pieibiintne Sesion Gets Attention 


Mig coms 


nase ft le F Box 


Weller Electric Co., Hillsboro, IIl., 


Frigidaire dealer, used this float and 


two attractive young misses to dramatize Frigidaire’s new low prices. 


AS GIBSON SALES PRIZES. 


*REENVILLE, Mich.—Five distribu- | 
nad salesmen have been awarded a per- 
sonal check in the amount of $25, signed 
by Frank S. Gibson, Jr., vice president 
in charge of sales, a prize in the re 
cent “MonoUnits Police Get-Your-Man” 
sales contest conducted by Gibson Elec 


as 


tric Refrigerator Corp. 

The following salesmen won the 
awards: P. W. Prebola and C. P. Bris- 
tol, both of H. D. MacRae, Inc., Ro- 
chester, N. Y.; J. R. Andrews, Keith- 

(Concluded on Page 6, Column 5) 


KELVINATOR SEPTEMBER 
‘SALES ABOVE 1931 PERIOD 


| 


DETROIT Kelvinator shipments for 


| September of this year were 12 per cent 


greater than those for the same month 
|of 1931, according to a statement made 
| this week by George W. Mason, presi- 
|}dent of Kelvinator Corp. 


| 


“During the fiscal year which closed 


|Oct. 1, Kelvinator’s percentage of the 
j}entire industry’s business increased 32 
per cent over our percentage for last 


year,” said Mr. Mason. 

“A substantial increase in shipments 
for October over those for the same 
month of last year assured,” the 
president stated. 


is 


bellows with the heat of incoming liquid 


|by means of a coil of tubing wound 
around the controlling thermal assem- 
bly. The valve is sealed against mois- 
ture. It is provided with a ball and seat 
expansion opening, and a fine mesh 
strainer 

Multiple and single unit installations 
can be operated with the valve, as well 
as low-temperature equipment, accord- 


ing to Mr. Kritzer. 


NORGE SEPTEMBER SALES 
108% OF AUGUST TOTAL 


DETROIT—-Sales of Norge rollator 


refrigerators during September were 108 
per cent of the August sales, according 
to Howard E. Blood, president of Norge 


Corp., and first vice president of Borg- 
Warner Corp., the parent company. 
“Some of the individual selling rec- 
ords made during the summer consti- 
tute a convincing demonstration that 
sales can be made even in the so-called 
slack season,” states Major Blood 
“To cite a few cases of outstanding 
merit—a Richmond, Va., Norge sales- 
man sold 300 per cent of his quota dur- 
ing the summer campaign; a St. Louis 
salesman, 312 per cent; one in Trenton, 


Mo., 270 per cent; one in Yorktown, 
Tex., 230 per cent; while a Tulsa, Okla., 


salesman sold 850 per cent of quota.” 
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OILER 
BEARING 
WICK 

OIL 

WICK TUBE 


Many Special Features Included In | 


DETROIT, Oct. 11—Ten electric re- 
frigerators, starting at a base price of 
$112 at the factory, installation cost 
and federal tax included, make up the 
1933 line of the Leonard Refrigerator 
Co. of this city and Grand Rapids, in- 
troduced here today at the concern’s 
52nd annual distributor convention. 

Features of the line are as follows: 


(1) Improved “Len-A-Dor,” or foot 
pedal, a touch of which causes the 
refrigerator door to swing open. The 


pedal this year is larger and easier to 
manipulate. On each of the two-door 
cabinets, two pedals are found. 


‘Steady-Kold Defroster’ 


(2) The “Steady-Kold Defroster,” 
which maintains ice-keeping and food- 
preserving temperatures during the de- 
frosting process. 


DELCO MOTORS WITH 


SEALED 
LUBRICATION 


Now, more than ever before, a Delco Motor is a known 
value. The advent of Delco Sealed Lubrication places the last hazard to 
motor performance under absolute control. You know that the motors in 


your refrigerators will be properly lubricated, with the correct grade of 


oil, throughout the term of the most liberal service guarantee. You can 
depend on that, for Delco Motors with Sealed Lubrication are lubricated at 
the factory. And they stay lubricated. ... The oil can’t come out, even if 


they are tipped on end or shipped upside down. It can’t overflow onto the 


windings or commutator, for excess oil from the bearings is returned auto- 
matically to the reservoirs. Sealed Lubrication is typical of Delco’s provi- 


sions for unfailing motor performance. It is available only in Delco Motors. 


‘> 


(3) Automatic protection against 
overload, eliminating the need for a 
fuse. Line surges throw a _ control 


| switch to “off” position, shutting off the 
| compressor. 

| (4) The “Chill-om-eter,” 
| vides eight freezing speeds. 
| (5) Ice compartment door, swung on 
|spring hinges, making it self-closing. 
| Sealing of the ice compartment is said 
to speed up the freezing of ice cubes 
and keep food odors out of the water 
before it freezes. 

| (6) “Sanitrays,” or ice trays treated 
by an anodic process which preserves 
the original finish. Between the trays 
are removable separators which make 
possible a flexible arrangement, such as 
a single deep tray for two shallow ones, 
or vice versa. 


Flexible Rubber Grids 


(7) Flexible rubber grid, which is con- 
tained in one of the ice trays in each 
standard model. Holes cut in the walls 
of the interior rubber compartments 
cause water poured into the grid to 
level off automatically. 

(8) “Cold Chest,” which appears in 
the PL-952, de luxe model of the line. 
This is a storage place for fish, game, 
or other food that is to be preserved 
over a considerable period of time. 

(9) Glass defrosting pan, with deeply 
ribbed bottom. This provides addition- 
al storage space for meats or for ice 
cubes. The ribs permit air to circulate 
|around the meats, preventing discolora- 
|tion. The ribs also prevent freezing to- 
| gether of the ice cubes stored therein. 

(10) Shelf areas ranging from 8.37 sq. 
ft. in the Model L-425, the lowest-price 
model, to 19.07 sq. ft. in the PL-952, 
the de luxe all-porcelain model. 


‘Dairy Basket’ 


(11) The “Dairy Basket,” in which 
are stored such products as eggs, but- 
ter and cheese, particularly package 
}cheese. The basket, an outgrowth of 
the egg basket introduced last year, 
slides forward so that the contents are 
more easily accessible. 

(12) Sliding lower shelf, which can be 
drawn three-quarters of its depth out of 
the cabinet, bringing within easy reach 
articles stored in the rear. 

(13) Telescoping upper shelf. The 
section next to the cooling unit is so 
constructed that it slides under the 
other portion of the shelf, providing ad- 
ditional room for tall bottles. Four 
quarts of milk can be placed in this 
| space, next to the coil. 
| (14) Smooth, bar-type shelves, resting 
|}on black rubber shelf supports, rather 
than hanging from conventional metal 
|hooks. Shifting of the shelves is thus 
| prevented. 


Six Lacquer Models 


| . ‘ ‘. ‘ 

| (15) Six models finished in a special 
white lacquer, with porcelain interiors. 
These boxes range from 4% to 7% cu. 


which pro- 


ft. in size. The last-named box has two 
doors. 
| (16) Four all-porcelain models, with 


capacities ranging from 4% to 9% cu.|tion, held here recently, was sponso! 


ft. The 9%-cu. ft. model has two doors. | DY 
semi-con- | Breckenridge, 


(17) Hardware, which is 
cealed and chromium-plated. 
(18) Door edges of black porcelain. 
(19) Special door gasket, made of a 


single, continuous piece of odorless, 
black, live rubber. 

(20) Jet-black “Panelite” trim 
doors. 

(21) Non-skid mat of soft, molded 


|rubber, which fits over the refrigerator 
| top. 

(22) Cloisonne nameplate, done in col- 
ors, and crest, in colors. 

(23) “Broom-room” legs. 

(24) Automatic interior lights, stand- 
ard on eight of the 10 models. The 
two models without lights are grooved 
for quick installation. 

(25) “Vegetable Crisper,” standard 
on all but four of the 10 models. 

(26) Vegetable bin, installed in two- 
door models, next to the compressor. 

(27) All-porcelain, seamless interiors, 
with rounded corners making for con- 
venient cleaning. 


BIRMINGHAM DISTRIBUTOR 
HOLDS COOKING SCHOOL 


BIRMINGHAM, Ala.—An open house 
and cooking school were recently held 
|} by Clark & Jones Co., Kelvinator dis- 
|tributor here. The cooking school was 
presided over by “Polly” Peacock of 
the Kelvinator home economics staff. 


for|a 


| 
} 
| 


! 


| 
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New Leonard Line 


Top picture shows the new contro! 
is mounted on the 
front of the new all-porcelain cool- 
ing coil. The lower picture shows 
the sliding “Dairy Basket,” where 


panel which 


butter, cheese, and similar 
foods may be stored 


eges, 


DR. ALLISON SPEAKS AT 2 
WESTERN N. Y. BUREAUS 


ELMIRA, N. Y.—The southern New 
York group of the Associated Gas & 
Electric System was host, recently, at 
Elmira, N. Y., and Binghamton, N. Y., 
to two of the largest gatherings of ele 
tric refrigeration men of the year. 


Both meetings were dinner affai 
the one at Elmira being held at the 
Mark Twain Hotel and the one 
Binghamton, at the Arlington Hot! 
The principal speaker at each meeting 
was Dr. G. W. Allison, field manager 
of the Electric Refrigeration Bureau 

The Elmira meeting was attended by 
96 distributors, dealers, and Associated 
System men from southern New York 
and northern Pennsylvania, some of 
them coming from a distance of move 
than 100 miles, and from as far West 
Danville, Pa., Perry, Pa., and Warsa 
Pa. 

At Binghamton, the attendance w 
even larger, 112 representatives fron 
various points in the eastern territory 
being present. 

Dr. Allison was introduced by Fre 
erick H. Hill, president of the Elmi 
Light, Heat & Power Corp. and ma 
ager of the southern New York gro; 
of the Associated Gas & Electric S: 
tem. 


G. E. DISTRIBUTORS PRESENT 
DISPLAY AT EASTERN SHOW 


SPRINGFIELD, Mass.—The 
display in the Eastern States 


“‘ 


& 


larg 
Exp¢ 


Modern Home Utilities, Inc., ard 
Inc., General Elect: 
distributors in Waterbury, Conn., a: 4 
Springfield, Mass., respectively. 

General Electric refrigerators, rang 
laundry equipment, and other home « 
pliances were on display. A large a: 
small Genera Electric kitchen we 
also exhibited. 


According to J. M. Breckenridge, sal s 
manager of the local distributorsh 
5,000 more persons paid for admissi 
than last year, and the total attendan 
was about 260,000. 

In addition to a number of sales ma & 
by the 10 salesmen always in 
tendance at the exhibit, other sales 
refrigerators and ranges were made § 
the result of demonstrations of the 
two appliances by Miss Elizabeth Fer: 
Flood, home economist of Breckenrid; 
Inc. 

More than 250 prospects were < 
tained at the exposition, and seve! 
of these have been sold appliances, 4 
cording to J. M. Breckenridge. 


RICKARD & CO., ADVERTISIN( 
AGENCY, MOVES 


NEW YORK CITY—Rickard & C 
Inc., advertising agency, announ 
that its general offices are now locat 
in the McGraw-Hill building, 330 W: 
42nd St., here. 
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DEALERS 
ESPECIALLY ENTHUSIASTIC 
OVER NEW LOW PRICES ON THREE 
ALL-PORCELAIN FRIGIDAIRES 


year’’—these are some of the inspiring 
comments received in the past few 
days, from all sections of the country. 


New low prices on three All-Porce- 


sd lain Frigidaires—along with the $112 
Every day they come... scores of wires ss price on the 4 cubic foot Duco finish 
ee : 


telling of remarkable sales increases as a re- model—give dealers everything they 


sult of Frigidaire’s Business Improvement Program. need in range of sizes, models and prices to satisfy almost every prospect. 
‘September business exceeds combined July and August and will Frigidaire’s Business Improvement Program proves that Good 
m ke September 1931 look shameful’”—'Frigidaire sales September Business is back for those who back Good Business! Frigidaire Cor- 


in reased 25% over August’”’—“Our sales September 67% ahead of last poration, Subsidiary of General Motors Corporation, Dayton, Ohio. 


Five Steps in FRIGIDAIRE’S Business Improvement Program *WARNING 


1. New low price—$112.00 (plus 
freight ) delivered, installed and Federal 
tax paid—the lowest price at which a 
genuine* Frigidaire has ever been sold. 


2. A revolutionary development — 
STATAFLEX—which gives 14 more 
food space in the same sized cabinet. 


3. Half-million dollar advertising cam- 
paign—concentrated in 90 days’ time. 


4. Nation-wide Radio Contest, offering 
Cadillac and four other General Motors 
cars as grand prizes—40 other prizes. 


5. New low prices on three All-Porce- 
lain Frigidaires. 


A cheap, underpowered and poorly constructed refrigerator at any price is 
expensive for you to sell. Customer satisfaction—your greatest asset—is assured 
with this genuine Frigidaire. Nothing has been ‘‘cheapened’’—it is the same Super- 
Powered, two cylinder Frigidaire made and guaranteed by Frigidaire Corporation, 


a subsidiary of General Motors. 
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Here, waiting for you, is 
field ... with hundreds 


Groceries! 
Soda 
and distributors of all types of perish- 
ables! 
Amd here, ready 
Servel’s advanced, complete line . . 


In all the world ~ 


JUST ONE LINE 
SO ADVANCED, 
SO COMPLETE! 


N your search for greater volume and 
richer profits, consider the unmatch- 
ed opportunities that a Servel Com- 
mercial Dealer’s Franchise offers: 


(1) a vast, profitable market. 
and 


(2) the one outstanding line 


best suited to dominate 


that market. 


prospects. Meat markets! Restaurants! 
Florists! 


Dairies! Hotels! 


: a ae ‘ 
fountains! Furriers! 


' 


a tremendous 
of year-round 


Producers 


to help you sell, is 
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with accurate, dependable equipment 
for every commercial refrigeration need. 


Rugged, efficient in a 
range of sizes wide enough to provide a 
‘hair line’? fit for every capacity re- 
quirement! Powerful ton-plus units for 
heavy-duty installations! Gasoline en- 
gine driven models! Humidraft diffus- 


compressors 


ing units! Comfort coolers! lee cream 
cabinets! Milk coolers! Water coolers! 
Beverage coolers! 

If this full coverage of every phase of 
the rich commercial refrigeration field 
interests you... if a wide-awake, up- 
to-the-second factory connection ap- 
peals to your business judgment... 
ask about the practical, profitable new 
Servel Commercial Dealer’s Franchise. 


Write today for full details. 


SERVEL SALES, Inc., Evansville. Ind. 


Manufacturers of a complete line of 


commercial and household refrigeration 


ERVEL 


(rar 


ELECTRIC 


REFRIGERATION 


News of Advertising and 
Sales Promotion 


$12,354,789 Spent By 
| Industry in 10 Years 
| In Magazines 


NEW YORK CITY—During the || 
|| 10-year period 1922-1931 the electric || 
|| refrigeration industry spent $12,354,- 

| 789 in magazine advertising, accord- 
ing to F. B. Wille of the advertis- 
ing department of the Curtis Pub- 
|] lishing Co. 
Of this amount, $4,958,107 or 40 
per cent was spent in the Saturday 
Evening Post. This magazine car- 
ried, in the Oct. 1 issue, the initial 
|] advertisement of the Electric 
frigeration Bureau’s fall sales cam- 
paign, the “October Olympics.” 


> 
2e- 


WESTINGHOUSE BOOKLET 
FEATURES XMAS PLANS 


MANSFIELD, Ohio—That the Christ- 
mas buying season will be here soon is 
the reminder being sent by Westing- | 
house Electric & Mfg. Co. to its dealers | 
in the form of an eight-page booklet in- | 
tended to promote winter sales of 19 
Westinghouse electric home appliances. | 

“Follow six easy steps and your suc- 
cess in winning Christmas profits is 
assured,” says page 1. 

First step is the purchase of a supply 
of the 19 appliances by every Westing- 
house dealer. Except for the Westing- 
house electric refrigerator, range, ironer, 
coffee urn, and vacuum cleaner, all ap- 
pliances suggested for Christmas sales 
are priced at less than $10. 

Steps 2 and 3 (taken by the factory) 
consist of advertising in Christmas 
issues of The Saturday Evening Post 
and Good Housekeeping. Step 4 is the 
| dealer’s use of mailing pieces and news- 


paper advertising. | 
| Next step is circulation of handbills | 
|in the dealer’s territory, while the last | 


| . : 
|}step is use of a window display to be 


| prepared for each dealer by a factory | 
| expert. } 

This folder, sent to all dealers, is 
printed in two colors, and contains illus- 
trations, descriptions, and prices of all 
appliances recommended for dealer sale 
during the Christmas season 


SEEGER MAILING PIECES 
PRESENT NEW CABINETS 


Co. 


| 
| 


ST. PAUL—Seeger 
here, manufacturer of household and 
commercial refrigerator cabinets, has 
just issued five new 8'%xll-in. mailing 
pieces presenting its line of cabinets. 

Piece No. 1 announces two new prod- 
ucts—the Seeger ice maker, and the 
commercial cabinets. 


Refrigerator 


model 27 
tion with a compressor installed in the 


basement, while the other provides for | 


installation of the compressor in the 
lower part of the cabinet 

The new commercial cabinets’ most 
distinctive feature is their small floor 


space requirement and overhead tube or 
coil compartments. Two models of both 


new products are illustrated and de- 
scribed in detail in the folder 
Second mailing piece contains illus- 


trations and specifications, together with 
1 general description, of 14 food storage 


cabinets of the overhead bunker type 
Another folder presents Seeger’s self- 
contained and grocer display cabinets 
Special attention is called to the com- 
pany’s full-vision and double-duty dis- 
play case models 

Piece No. 4 pictures Seeger cabinets 


for use with ice, and contains complete 
specifications of all these models. An- 
other folder, 3x5 in. in size, entitled “An 
Open and Shut Proposition,” devotes its 
small space to a discussion of hardware 
used on Seeger cabinets 

The manufacturer 
a complete price list 


TRADE-WAYS TELLS SERVICE 
IN PREPARING MANUALS 


NEW YORK CITY Trade-Ways 
Inc., is circulating among American and 
Canadian manufacturing concerns a 
little booklet, “Sales Manuals that Sales- 
men Use,” describing briefly the service 
offered by Trade-Ways in preparing 
manuals for salesmen in varied fields 

Following a simple, emphatic state- 
ment that good sales manuals must be 
prepared by someone who has actually 
experienced problems met by salesmen 
in the field, the booklet cites four ex- 
amples of manuals prepared recently by 
Trade-Ways for salesmen of different 
companies. 

A list of Trade-Ways clients appears 
after these examples. Among clients 
listed are the American Gas Association 
General Foods Corp., General Motors 
Truck Co., Kelvinator Corp.,and Sparks- 
Withington Co., manufacturer of Spar- 
ton electric refrigerators and radios 


available 
cabinets 


also has 
of all its 


| that 


|carries several messages. It 


| the 


| planation of 


jand 


| devotes 


| pages for 


MAJESTIC PIECES UsE 
‘PENNY SAVER’ PLIN 


| CHICAGO—The Grigsby-Grunow 


here, manufacturer of Majestic elec »\ 
refrigerators, has made available fo: 
Majestic refrigerator dealers a set 
mailing pieces to be used in the 
ganization’s fall Penny-an-Hour-Sa 
sales campaign. The entire camp 
stresses the economy of electric ref 


| eration. 


Piece No. 1 is a letter to the ho 


| wife, telling her of some Majestic 
| tures, and enclosing a real penny at 
| bottom of 


the letter. The penny, 
plains the copy, is to be used in start 
a fund for the purchase of a Maj 
refrigerator. And the letter dec! 
Madame Housewife will save 

other penny every hour she uses a 

jestic. 

Painting Offered as Gift 

This initial piece also invites 
prospect to call at the dealer’s store 
a gift—a 16x20-in. reproduction of 
painting by Albert Wenk. These pi 
tures are being furnished by the f 
tory with the mailing pieces. 

Second piece, to be sent a week late: 
invites t 
housewife to come to the dealer's 
for a Majestic demonstration, remi 
her that since the first letter was rea 
168 pennies have slipped away f1 
her, and gives the first part of a sim 
fied discussion of the process of ref 
eration—-ending with the announcen 
that the explanation will be car 
further in the next piece. 

Piece No. 3, for mailing a week aft: 
second piece, reminds the pros} 
that 336 pennies could have been sav: 
with a Majestic since the first let 
reached her. It continues its simple 
refrigeration theory, | 
turizes the disadvantages of the icebox 
then enumerates features of 
Majestic. With the letter is a miniat 


|}of the picture which the prospect ma 


have by calling at the dealer’s store 
by sending in her name. 


Majestic Sales Talk 


Last of the pieces concludes the 
frigeration study, again reminds 
prospect of the gift picture, and ther 
the remainder of its spac 
a Majestic sales talk. Four picture 
Majestic refiigerators accompany 
discussion. This piece is to be maile 
week after letter No. 3 has been sent 
the prospect. 

Every Majestic dealer has been 
nished with a large cardboard han 
carrying a full explanation of the c 
paign, and samples of the mailing pit 
and picture. Dealers are urged to p 
the hanger on the wall to aid sales: 
in becoming acquainted with detail 
the drive 


one ‘ADVERTISERS OFFER FREE 
maker cabinet is designed for connec- | - 


TRIPS TO WORLD'S FAIR 


CHICAGO—For the greatest nun 
of votes based on purchases, 3,000 Ar 


ican children will receive free trip 
the Century of Progress (Chi 


World’s Fair) in 1933 and $50,000 in ; 
To promote this national advert g 
plan, the Centennial Popularity C 
paign, Inc., has been formed here 
contest begins Jan. 5, 1933, and run 
four months 

Labels of the products of nationa 
vertisers will count for votes, the 1 
ber depending on the retail price 
tional advertisers are asked to pay f 
$5,000 to $15,000 to participate, acc 
ing to the nature of their 

tetailers will pay an initial fee of 


goods 


with a small additional sum for ! 
than 8,000 World’s Fair coupons. 17 
will dispense these certificates ul 
general rules laid down by Center 


Popularity Campaign, Inc 
Newspapers are being admitted 
They will be permitted to print cou} 
entitling readers to a certain numbe 
free votes. They will run spt 
participating merchants 
Centennial Popularity Campaign 
announce the start of the contest 
a blast in newspapers throughout 
country, supplemented by radio 

grams 


also 


Kraft-Phenix Cheese Co., Ge! 
Foods Corp. and others have signe 
for the contest, which “will sta 
million children telling their fan 


and neighbors why they should buy 
tain brands to the exclusion of othé 
according to officials cf the contes! 
At the close of the campaign, sp¢ 
trains, starting from West and S 
will make a triumphai trip to Chic £ 
picking up the prize winners along 


road. The King or Queen of the ‘ 
tury of Progress will receive $1' 
second prize being $7,500 and t 


£5,000 

Theodore Regensteiner is preside! 
Centennial Popularity Campaign 
liam H. Wood being vice president 
general manager. Buckley, Demer 
Co. are in general charge, with R 
Herz as director 
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UE 
AN 
CABINETS BY 
: INSTALLED IN THE 
; FITZ ZIMMONS GENERAL HOSPITAL 
“ SAINT PAUL DENVER — COLORADO 
REE 
‘AIR 


= The Fitz Zimmons General Hospital. located near 
Denver, Colorado, is one of the larger Hospitals 
' maintained by the United States Army. 


; The Diet Kitchens have been provided with 
Westinghouse equipped Cabinets by Seeger. 


+ SEEGER REFRIGERATOR COMPANY 


- SAINT PAUL, MINNESOTA 


lic 8 232 Fourth Avenue 644 Beacon Street 
€ Fourth Avenue at 19th Street 655-57 South LaBrea Avenue 666 North Wabash Kenmore Square 
Mi NEW YORK, N.Y. LOS ANGELES, CALIF. CHICAGO, ILL. BOSTON, MASS. 


eee : it Ney si tne Pe Cae Sere aren ge meme MANE RI tre cre Re Sia a ee GS Ne Se Re EOS De eae Re 
a Ys By Ss ee ee ae as bogs i a BP oy eR cc. py eae. yu nfl - ay Soi Sate re Re eee eee ae ane ponents 7 Be alle : oe Rea i ia Se Se s : 4 me det ae 
: ae pe ‘i Peers eda Bere es iy je it ee > oe Wal se A pte che eS cal ee ee! eT . ee a is 4 i — go oh eens Ger eats ate Sa te sys See yen Se ee tag ee » eee 
aa.) gina tg Kit " cael set Ne F Sagal ey spits > ohne ye eae eee Rh eee il eae ee Stolrs ae ie Wes ee es EP Na! EP ee 7 eee ip a ee Se eer ais 9 See * pee Ne wg "ae 
peed Sites s ae = po A ae cc D8) OCR Pia ae ea: Coe Soe pena Ti i SR Ee as bah Seas PS Re BS ora a 9 acd Cy me ee ere ee eA die shee : Egy 2 Se oe ae Due a ne BOG 
| aie : = a eure so oS aeenee ree Ryeget Pees (OR cme es tae oh. eae aie Se ey” Pe OS PS ES a 3 ee Dee Pu ee es eee, NN 
Mh. SeRie. ae ic batlel Regt Ay m =n meray ena, RN Rey opens Yona oa Sean rene Seg 2 NE bates ds Nate Sates eae, S” ems = eid ae re ead Se Nie ks ee Seen ppt <a ee ee: ho Se eae te eae a Nw Sep eee aor =) Spighens ah piers. oe a 2 v 
Le ae eae tel AM Fhe ene tebe Fr MER nae uh ieee ee ESA ae es Mes, hot wee eC Ie Cee ee rE TNL Tare Bre Eee Pe an as Ne ee ee ea. bg? Hoke Bed, OTR ey NT ee Sate ogee” Pee re i ea eee ee ciel = eipretape eee N as 2h eee i 
AG, 2 J: latalpa Pe eee Tee at RS ee Seki ee. So bk ne BRE ge Sg gt sage OS penis enc a ag, ne ak Po Pee eo aR SS cs eee Fae BONES 10 tse he we wey Eg Siete” Bia oes: one Ty le ee on -" — 
AE ay f° Met a pate Mtr ss «i, Peer eee Ls Ee i SONS a a a RE: NS a “TT eet Ate Sets. sign Amd te ar Ben, ON See ORI ss OE SR ase Ee, 9! eee se eee tae hea ht oe hee yt Sa, 
Ste oe Sng gt COs Ie Res eres ee te at oat OR ee aren ea Sys ct Rea 3 oe ae Ce. ea ies SOC ar cae RR eT Saree Te Siac a |S) =. PP SSRN (ce Ora SMI Zoe NY dein cor 
eee | Py ae < . rom bee anS a art ype TRS pee ia hogs Fo ay, eR ata naa ei gee ES ia Ce Bi (3S, = et re ‘ es ae tases vey ah ae ae eae piel 6 th es UN Se a ES ee 4 ER eee ia CO a 
eee aes ET Par ES oe eo ee spiel it nities ine ea ce a4 2 aie a aia MR Marie t - RR eat eee Me a: ae Pew ERR See A 42 SNA Seer oe ae ee ee a ae 
- : : : : ‘ , ” ae g a ee. gic 
illic 
; 
7 
a. 
tae 
oe ae 
Soto aaa 
a — 
Boe: 
aa 
- 
: ie gs. q 
“1 Ere i L. 
seophameite: ike 
: ee eee 
7 sae ‘ we 
; aS ae 
~ ree =a ae 
Hee eat 
| eS ae 
pe ae 
= 
‘ie ei ee. 
an eS 
Bye oh 
| eis 4 
le 
ot eae 
‘ ie 
a ie 
a 
: 
4 
! : 
i 
; oe 
Be 
a " 
ha toa ; 
7 7 E 
tee Seles 
us <i aaa - 
Baca: _ 
f ee a 
a ae 
| Sat ee 
eg 
2a ee 
oS a 
i ee Se 
sige Se 
lle a 
i eee aaa 
ora 
Ke 
abet r 
he si jae 
paces g at 
a oe 
Pie a Fs 
eee a 
ee a: 
oe me 
4 a 
— 
‘ aes 
‘ae 
_* aS 
F Vr La 
i 
u 
| 
| 
| 
F 
: 
Z 
be 
pe: ia | 
bile 
it é 
n 
‘ is ae 
ep ge 
. Big i xt 
Sees oe Gee hoe 
ike | 
ya 
eo eee 
ee ecu Cae 
‘ ic a ce 
ck) a5 ea, 
r a oak ol 
Be pe : 
bes) “a 
SF ie 
he Eee 
° : : : as 
oe aes Os tae 
I & Me: 2, ae 
ae 5 4 24 ra a oe 
Yt = - ee 
sas Od ieee 
as ae ia 
nt re - ia tals 
by = 4 Sri lias 
te) 
eo et a 
ey sae ae a ee 
De i ai ee 
"eaas ie ans 
i ; ‘ s s . } a * By ee tee 
or aa: . . 3 ae - ‘ - 2 , a) 2 . ay o 2 eh » he oe ee or a. aha - ; - = r r . : ar ek i 
pe a Zee oe ee ee : al li te Fe es OS ee PO ape eye ee Fe pg A ees ee a | a PEE Ula Sees Siay a eye ei A ees Le) aA “de i as ce _— - . ™ | = 
: 2 er eee mae eS ey PR ome - aa ae PSY ETE ae maha tA ie Loe eee Ee ee Re it ae PO Ry agar i Near, Celt gk Pee ee bg ied 
* Be SP ap SA Sikes gir se an ele acme ge aR died 2 pa OE Rio age ee OP ae a ag at Ee ghee Be es Se Le pl i rt a) ae Sie ae tap 2d gear EIR ge eT ee Seat Po co aaa ieee LA Ot Sa ORE Le i a ee en s., “THe 
Pee ae oe et Bey Pg” Vee Sy eS SNEWS 1581s : a os og or Ue Eas ee caer SN Ode ms CARS OLY iG ed Dias AS FA te a na Eg AE MS Oe. as Pe ee STE eke ny ee Peed Th a Pom Cot De Ae fy ae Rt 
Se OOF ce Files oath oe PE RO ee JA ELLY : Serhan RR Fe Pe Lael eS ae Ee ae ee | " = - (ied 


6 


ELECTRIC REFRIGERATION NEWS, OCTOBER 12, 1932 


Omaha Salesman First To Qualify For 
Servel Gold Diggers’ Club 


(Concluded from Page 1, Column 2) 
bership in the Diggers’ organization. 
They are Herbert Levine and Louis 
Lieb, according to Samuel Lee, sales 
manager of the distributorship. 

Schaller Brothers, Servel Hermetic 
distributor in Chicago, has three sales- 
men in the inner circle of the Diggers’ 
Club, H. W. Schaller, A. O. Schaller, and 
E. F. Schaller. 


The first of these three brothers to 
qualify was H. W. Schaller, who has 
sold 13 Servel Hermetics from the start 
of the Gold Rush up to the present date. 

A. O. Schaller has turned in “pay 
dirt” reports on seven sales, while E. F. 
Schaller completed his fifth sale on Sept. 
26. Another member of the Schaller 
Brothers organization, A. Martin, is a 
promising candidate for the Diggers’ 
Club. On the first day of the Gold Rush, 
Martin turned in two sales. 

The Schaller Brothers camp also in- 
cludes Al Otto, C. S. Druce, Joe Kaiken, 
and Wm. Thiry, all of whom are quali- 
fied ’49ers. E. Strassburger is contest 
manager for the organization. 

With an apartment house sale of 24 
Servel Hermetics, Harold Bloom of the 
Chicago branch of Servel Sales, Inc., 
takes his place in the ranks of the 
Diggers’ Club. 

Bloom is setting a fast pace for the 
other '49ers in the Chicago camp, in- 
cluding V. I. Anderson, Richard Burns, 
R. W. E. Ames, Joe Rodgers, Fred 
Strasser, Harold Kaye, and J. W. 
Schroader. 

S. G. Cubbison was the first salesman 
of the Southern Indiana Gas & Electric 
Co., Evansville, Ind., to qualify for 
membership in the Diggers’ Club. He 
turned in seven sales in 12 days. 

One of the most interesting sales that 
Gold Digger Cubbison made was to an 
Evansville mother who wished to sur- 


Sr 


is something more than just being able to 
quote a down payment and the amount 
monthly. That **something more” is quite 


prise her daughter with a Servel Her- 
metic. He cooperated with the mother 
by making the complete installation 
during the prearranged absence of the 
daughter. 

Four other salesmen for the Southern 
Indiana Gas & Electric Co. have quali- 
fied as ’49ers, including C. L. Ashby, 
Gus Witt, George Brown, and George 
Heis. 

J. W. Brothers of the Canton Hard- 
ware Co., Servel Hermetic dealer for 
Canton, Ohio, sold two units the first 
two days of the Gold Rush. Two other 
men in the organization, C. C. Parks, 
and John B. Leonard, have also made 
sales. 

J. E. Rucker of Harper-Meggee, Inc., 
distributor in Seattle, likewise got away 
to a flying start at the outset of the 
Gold Rush. On the first day of the cam- 
paign he sold a model S.B.5. 

Two hard working salesmen of the 
Capital City Paper Co., Springfield, IIl., 
C. C. Hooglard and M. F. Jaquith, have 
completed a number of sales, and need 
only a few more to entitle them to mem- 
bership in the Diggers’ organization. 

Ralph Smith, Santa Paula, Calif., has 
made the best record of sales in the 
Chanslor & Lyon Stores, Inc., distribu- 
torship of that city. 

G. F. Hyde of the Griffith-Victor Dis- 
tributing Corp., Indianapolis, has two 
Gold Rush miners who were among the 
first to file “pay dirt” reports. They are 
C. L. Paul of L. S. Ayres & Co., Indian- 
apolis, and Robert H. Gibson of the Mt. 
Jackson Tire & Battery Shop of the 
same city. 

Jimmy Gandy of the Johnson Furni- 
ture Co., Shreveport, La., is leading the 
other salesmen of that distributorship in 
|}the number of sales. The other men in 
/the organization who have been suc- 
‘cessful miners are F. D. Mulkey, Joe D. 
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LING ON TIME 


often the reason why sales are made— 


To help you make more sales and to pre- 
vent the loss of sales Commercial Credit 
Company has more than a hundred men, 
thoroughly versed in the art of selling re- 
frigeration on time, who are at your service. 


These men operate from the many offices 


of this Company located 


cities of the United States and Canada. 
They are at your service at any time—as 
close to you as your telephone. 


Behind these men are the 


of the world’s largest: Finance Companies 
whose service is as complete in its farthest 
office as it is at headquarters. 


Gentlemen: 


plan. 
in the principal 
making it. 
Name 
resources of one Address 
By 


Title 


Baltimore, Md. 


Lyons, Thomas Penfield, Harold J. 
Bango, and W. C. Bundrick. 

H. F. Ives of the Olmsted Co., Inc., 
Servel distributor for Syracuse, N. Y., 
has made sales in Syracuse, N. Y., 
Oswego, N. Y., and Oran, N. Y. 

Six salesmen for the Star Electric & 
Engineering Co., distributor for Hous- 
ton, Tex., and territory, are digging 
away at promising claims in the Gold 
Rush. They are F. A. Schumacher, Z. 
J. Henderson, Jr., R. R. Prince, J. M. A. 
Miller, J. E. Bammel, and Ben S. Melton. 

Three members of the sales force of 
Winter-Weiss Co., distributor for the 
Denver territory, R. A. Harrington, E. 
E. Starr, and Harry E. Arble, have been 
successful miners in that part of the 
country. 

C. Mason of the Wellston Furniture 
Co., St. Louis, was the first ’49er 
to file a “pay dirt” report with the 
Servel Sales, Inc., St. Louis distributor. 
Mason’s sale was brought in the open- 
ing day of the Gold Rush. 

The Mack Electric Co. also of St. 
Louis, has three successful miners, E. 
L. Markland, Richard J. Whelan, and 
Van Gounis. 

H. H. Grimm of the Mid-Central Fish 
Co., distributor for Kansas City, Mo., 
has gotten an early start in the Gold 
Rush and has been successful in his 
mining to date. 

Joseph E. Hornberger of the Smith 
Electric Co., Reading, Pa., made two 
sales the first two days of the Gold 
Rush. 


APEX BUYS JORDAN MOTOR 
CAR PLANT 


(Concluded from Page 1, Column 1) 
sq. ft. Property frontage on East 152nd 
St. totals 650 ft. “The Jordan layout is 
readily adaptable to the manufacture of 
appliances,” Mr. Frantz states. 

“Meeting adverse economic conditions 
of the past three years with consistent 
price reductions, our factories have 
maintained normal and near normal 
operations.” 


Commercial Credit Service assures you 
close personal contact, security, quick credit 
service, prompt remittances and an efficient 
collection system. 


NOW! 


Use the coupon 


0 ee | 
| Commercial Credit Company ! 
| | 
| | 
ly ! 
| e would like to talk to one of your men who | 
| will show us how to properly present the time | 
We would also like full information re- | 
sarding your service. This request is with the | 
understanding that we are not obligated by | 
| | 
| | 
| | 
| | 
| | 
| | 
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COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
HEADQUARTERS .; 


BALTIMORE 


(Concluded from Page 1, Column 1) 


knowledge of the salesman’s problems, 
said Mr. Daily. 

“We talk to General Electric owners. 
We find out why they bought our refrig- 
erator. We travel with our salesmen. 
We listen as they talk to prospects. We 
talk to prospects ourselves. We keep 
in touch with problems met by sales- 
men in the field. This is the best means 
we have found for helping our salesmen 
sell. 

“You can’t discover the salesman’s 
problems by talking only to distributors 
and dealers, although this is important. 
You have to get your information from 
the firing line,” said the General Elec- 
tric man. 


Leavenworth Speaks 


In an address before the association 
on the second day of the conference, 
Ralph Leavenworth, advertising man- 
ager of Westinghouse Electric & Mfg. 
Co., said that maximum results from 
advertising are secured only when sev- 
eral forms are used and coordinated to 
carry the merchandiser’s message. 

Said Mr. Leavenworth: “The coordin- 
ation of all forms of advertising is more 
important than any one form, and di- 
rect-mail people are wise in seeing that 
it is better to find their place in the 
sun with other media, rather than at- 
tempting to cover the whole field alone. 

“Direct mail has grown up. It is not 
afraid to recognize and use other means 
of advertising.” 


Direct Mail as Follow-up 


The speaker advocated use of direct- 
mail advertising as a follow-up to get 
| action, after newspaper and magazine 
| advertising have been used first to carry 
la message to the public. 
| §. H. Giellerup of Marschalk & Pratt, 
New York City, said that “to get the 
greatest action from your advertising 
|dollar, it is necessary to test copy 
constantly.” 

He declared that despite the contrary 
| opinion of many advertising men, it is 
|impossible to tell in advance, without 
| tests, whether an advertisement is going 
;to be successful. “No man,” he said, 
“Knows enough of the likes and dislikes 
of people to forecast the judgment of 
millions. 

“IT am not minimizing judgment, and 
I admit that in the long run some men 
are better than other in judging ads, 


| 


| but what it amounts to is a dash of skill | 


and three jiggers of chance.” 


Among various tests outlined by him | 


| 
| 


were: submission of tentative advertise- 


ments to representative groups of read- | 


FERNALD NAMED MANAGER 


ers, and psychological analysis. 


Other Speakers 


Other speakers at the second day’s 
sessions included John Caples of Batten, 
Barton, Durstine & Osborn; Stuart 
Cowan, president of Cowan & Dengler, 
Inc.; Robert J. Smith, general traffic 
manager of American Airways, Inc.; 
and Gordon Laurence, advertising and 
sales promotion manager of L. C. Smith 


and Corona Typewriters, Inc. 
Edgar Kobak, president of the Ad- 
vertising Federation of America, de- 


clared on the first day of the conven- 
tion that the great ailment of American 
merchandising today lies in the fact 
that “the seller and the advertising 
writer are afraid to sell.” 

He continued, “The trouble today is 


poor salesmanship. The salesman is 
afraid that his prospective client will | 
say, ‘No.” We must change the view- 


point of the seller and the advertising 
writer. The advertising writer must get 
himself into a selling frame of mind. 
If we sell more, more orders will go 
back to the factories, people will go 
back to work, and the unemployment 
situation will be taken care of.” 


Economic Recovery 
Other speakers at first-day sessions 
made emphatic assertions that economic 
recovery is making definite progress in 
the United States, and that advertising 
men can do much to hasten the return 
of nation-wide prosperity 
Lee H. Bristol, president of the Asso- 


ciation of National Advertisers, made 
the statement that “barring political 
revolutions, we have reason to believe 
that the tide has turned. 


“Generally the change of an economic 
trend will have occurred before the 
signals are clearly observed,” he said. 
“The elements of the change can as- 
sume a very subtle and unrecognizable 
form. I shall not presume to offer my 
guess as to when the improvement will 
be definitely universal . . . but it 
matter of a few weeks or months at the 
latest.” 


is 


Babson Statistician Speaks 

Ralph B. Wilson of the Babson statis- 
tical organization, expressed the opinion 
that business is on the upgrade, and as- 
serted that the upward turn in security 
and commodity markets is sound, and 
is not the result of political manipula- 
tion. 

Kenneth M. Goode, advertising expert 
and author of several books on advertis- 
ing, said that “we stand at this moment 
on the threshold of the world’s greatest 
era of business activity. 

“Three dangers to be feared,” he said, 
“are permanent lowering of American 
standards of living, permanent damage 


MAJESTIC WINS VERDI(T |: 


a } 
| would 


Daily Tells Advertisers That Job |: 
To Help Salesman Sell 


to American distributing machir 
and permanent emasculation of A: 
ican morale through the current 
nomics complex.” 

Mr. Goode pointed out that it i 
greatest importance that merch 
make a fair profit on all goods 
and declared that “the merchant 
uses panic prices knifes not only 
neighbor but the nation, as well. 

“Fair profits on goods mean, in t 
fair pay for services. Depressions : 
be cured by cutting wastes—not 
cutting wages. Slashing budgets 
advertising appropriations as an ai 
business is like turning the hose o 
drowning man,” he said. 

Grover A. Whalen, president of 
Advertising Club of New York, said t 


real economic recovery will come 0)! 


when genuine employment has b 
substituted for government charity. 

During the convention, three direct 
were elected. They are: 
mond of the Dickie-Raymond Co., | 
ton; Jack Smith of Frank E. Davis F 
Co., Gloucester, Mass.; 
bar of Crocker McElwain Co., Holy: 
Mass. 


Speaker 


WALTER J. DAILY 
E. executive addressed direct 
mail advertising conference. 


G. 


Leonard R iy- 


and Edison Din- 


f 


‘OF BAKER ICE MACHINE C0 


| (Concluded from Page 1, Co'uwmn 8 


factory, covering an area of 60,000 sq 
was constructed and first occupied 
1921. 

Born in Dennis in 18 


Port, Mass., 


| Mr. Baker moved to Nebraska in 1881 


| engage 


in banking, lumber, and gr 
business. In the early days out we 
he started to manufacture hard w 
plaster, and one of the largest gyps 
companies today the result of 
organization. 

At one time he owned the patents 
which Old Dutch Cleanser and sim 
cleaning compounds were later 
veloped. 


is 
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9 SALESMEN GET CHEC}S 
AS GIBSON SALES PRIZIS 


(Concluded from Page 1, Column 4 


Simmons Co., Nashville, Tenn.; D. W 
man, Krich Distributing Co., Newa 
F. C. Bishop, the Louis Buehn Co., P! 


adelphia 

Honorable mention was accorded 
following men for excellent work in 
contest: C. V. Head, H. D. MacRae, I: 
tochester, N. Y.; Ben Krich, Krich I 
tributing Co., Newark; Mr. Jourd 
Morison Electrical Supply Co. N 
York City; J. S. Burdsall, the Lo 
Buehn Co., Philadelphia; and C 
Thode, L. V. Whitney, Inc., Chicago 


AGAINST NEWARK CONCER\ 


> 


(Concluded from Page 1, Column 2 
on the part of the Grigsby-Grunow | 
result in the merchandise be 
“dumped,” the North Ward Radio ‘ 
warned 

Grigsby-Grunow declined to be coer 
and refused to take back the merch: 
dise, Compton states. The North W 
tadio Co. thereupon dumped all 
Majestic merchandise which they had 
stock on the market. 

When the former distributor refus 
to pay the $100,000 owed to the Grigs! 
Grunow Co. for the merchandise wh 
it had on hand when it terminated 
relationship with the manufactur 
Grigsby-Grunow Co. instituted suit 
the $100,000 

B. J. Grigsby, president and chairn 
of the board of the Grigsby-Grunow ( 
attended the trial. 
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nee Mfg. Co. has been formed for | 
manufacture of electric refrigera- | 
and oil burners, according to E. | 
jlatt, former sales manager for the | 
x Kold refrigerator, who is an officer 
he new company. 
1e new company will manufacture 
ral models of domestic refrigera- | 
ranging in size from a 4-cu. ft. | 
el to a 10-cu. ft. model. This line of | 
igerators, which is to be formally 
sunced within the next month, will | 
il from $99.50 up. 
ie Lima Sheet Metal Co. will make 
cabinets and the Chicago Electric 
liance Mfg. Co. will make the com- 
sors, which will be both the one- 
ider and two-cylinder types, accord- 
to Glatt. 
le new company expects to get dis- 
ition for its line chiefly through de- | 
ment and furniture store outlets. 


E. COMMERCIAL CASES 


AlD CIGAR MANUFACTURERS. 


A close check was kept on the effi- | 


ejier 
l 


r 
pe 
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GOULD-FARMER AWARDS 
PRIZE TO BASEBALL FAN 


BINGHAMTON, N. Y.—A “baseball 


ypreciation day” sponsored by the city 


etric Co., dealer in Tampa for George | 
tterson, installed a model CS-450) 
nditioned air refrigerator in the Ber- | 


\MPA, Fla.—General Electric con- | 
ned air commercial refrigeration 
solved a problem facing cigar man- 
turers of this city—that of prevent- 
losses caused by dehydration of ex- | 
ive tobacco leaf—declares George | 
terson, Florida G. E. distributor. 


(he Berriman Brothers cigar factory 


had suffered considerable losses by | 
ydration of leaf from which 25- 
cigars were made. After dehydra- | 
this leaf can only be used as a| 
r for nickel cigars. 

F. Osteen, salesman for the Bigby 


an Brothers’ plant for the storage | 
expensive leaf after the leaf is mois- | 
ed. | 


icy of the refrigerator, and over a} 


riod of several weeks the cabinet | 


intained a constant humidity of 87 
cent. 


3inghamton, afforded Gould-Farmer 
General Electric distributor here, 


1 opportunity to draw the public atten- | 


1 to G. E. refrigeration. | 


As part of a plan to attract a large 


wd of baseball fans to the ball field | 


how appreciation of the team, it was 


cided to present a gift to a represen- | 
tive fan. A General Electric refriger- | 


was chosen as the gift. | 
his refrigerator was placed on a 


truck, and was driven through = 


f+ 


ets of the city all day. Late in the 
rnoon, it was taken to the baseball | 
{| and presented to the fan selected. 


? DISTRIBUTORS NAMED FOR 
MOHAWK COMMERCIAL LINE. 


ME 


IRTH TONAWANDA, N. Y.—Mell- 
Fixture Co., St. Louis, and the J.| 
les Ross Co., Kalamazoo, Mich., | 
been appointed distributors for 
iwk commercial refrigeration in 
respective territories by the All- 
rican Mohawk Corp. of this city, 
ifacturer of Mohawk refrigeration. 
hawk commercial refrigeration 
for September showed a decided 
ise over those of August, accord- 
o E. H. Petering, of the concern. 


CHANICAL ‘BUG’ INSISTS ON. 


SEEING ‘THE WORKS’ 


{ILADELPHIA—Neil J. McLeod re- | 
y wished to purchase an electric 
gerator for his home in Manila, 
pine Islands. 

en George Stiteler of the Univer- 
tadio Corp. here called to sell him | 
nard, MacLeod, who is a “bug” on 
anics, according to Stiteler, put the 
ird L-750 through every concejv- 
test and pried into its innermost 
ings before he purchased it. 


IACE-RYER CO. FEATURES 


$55 REFRIGERATOR 


\.NSAS CITY, Mo.—Mace-Ryer Co., | 
Broadway, Kansas City, Mo., is 
rtising a warehouse sale of electric | 


gerators priced at $55 f.o.b. factory, 


maid. Names of the manufacturers 
ese refrigerators are not revealed 


MODERN AGE EXHIBITION’ | 


POSTPONED TO OCT. 30 


ICAGO—The “Modern Age Exhibi- | 

radio, refrigeration, and air-con- 
ling show which was scheduled to 
here Oct. 1 under the auspices of 
butors of such equipment, has been 
ned until Oct. 30 at the earliest, 
rhaps indefinitely. The show was 
luled for “A Century of Progress” 
world’s fair grounds. | 


How to Sell More 
Refrigerators in 1933 
..:at a PROFIT 


The history of specialty selling shows that a lowered price does not overcome 
low-priced competition. 


The manufacturer of refrigerators who makes money in 1933 will not be one 
who has cut prices to the point where a profit is impossible. The money-making 
manufacturer will be the one who maintains a fair price and sells the quality 
—the performance—of his refrigerator. 


The public is more careful now, than ever before, to get its money’s worth. 
It wants more in a refrigerator than the in-and-out manufacturer of a cheap 
refrigerator can give. But it will buy the refrigerator of any manufacturer who 
will show value for the price. 


That value must be not alone in a package of merchandise, but in continued 
satisfactory operation. 


Performance and its permanence have already become a sales necessity for 
the organization that proposes to remain in the business profitably. 


Any poorly operating refrigerator will turn a circle of prospects against that 
make. Conversely, an efficiently operating refrigerator builds a circle of 
prospects. 


The use of Dry-Zero Insulation in a good refrigerator is prima facie evidence 
that it has the best protection against heat penetration for the life of the 
refrigerator, and that its owner will never have to meet the mounting costs of 
operation due to deterioration of short-life insulation. 


Dry-Zero Corporation, Merchandise Mart, Chicago, Illinois. Canadian Office, 
677 Broadview Avenue, Toronto. 
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REFRIGERATORS AID 
ELECTRICAL EXPORTS 


WASHINGTON, D. C.—Electric re- | 
radio sets account for | 
the increase in sales of electrical goods | 
to seven foreign markets for the first 
six months of the current year, accord- | 
ing to a study made by the electrical 
Depart- | 


frigerators and 


equipment division of the U. S. 


ment of Commerce. 
Although total exports of electrical 
goods from the United States in the 


first half of the current year were far 


behind the current period of 1931, the 
increased 


following markets showed 


takings as stated: 


Spain, $372,300; China, $50,600; Hong | 
Kong, $63,000; Morocco, $27,300; Greece, | 
$19,800; Kwantung, $18,900, and Nether- 


land East Indies, $6,000. 
Refrigerators, radio sets and flash- | 
light batteries accounted for the _ in- 


crease to China; 
tors and steam turbine generator sets, 
to Hong Kong; refrigerator and radio 
sets, to Morocco; refrigerator and radio 


sets, to Netherland East Indies. 
Power equipment accounted for the 
increase to Spain; electric fans and 


radio sets 
to Kwan- 


lighting fixtures, to Greece; 
and telephone instruments, 
tung. 


Total United States exports of elec- | 


trical apparatus in the January-June 
period of this year were valued at 
$26,256,674, as compared with $50,522,224 
in the corresponding period of 1931. De- 
pleted purchasing power, exchange diffi- 
culties and tariffs were the factors 
chiefly responsible for the decline. 


LYNN, Mass.—A new appliance de- 
partment has been opened by Titus & 


Buckley of this city to handle Kelvina- | 
tor refrigerators. Mr. Varney is the new 


sales manager. 


After selling three million dollars worth of 
pianos in nineteen years, Phil Besserman 
he sells Norge 

with years of prosperity 
When he de- 
ided to take on refrigeration he looked 
for the quality of product and the manu 
facturing background that would insure 


went into refrigeration 
He is a man 


nd success to his credit 


ntinued success 

When he investigated Rollator Refrig- 
mn he determined to sell Norge... he 
gnized in the Rollator a mechanism 
remarkably powerful and economical to 
he found a cabinet with a wealth 


rec 


hs 


ROLL 


refrigerators, genera- | 
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York Managers Inspect Plant 


Regional managers of the York Ice Machinery Corp. recently concluded a sales meeting with a tour of in- 
spection of the factory at York, Pa. The sales representatives were shown new air-conditioning equipment. 


Contest Winner Picks 
Leonard as Prize 


LOGANSPORT, Ind.—Preference 
for electric refrigeration was ex- 
pressed in no uncertain terms here 
recently. One hundred fifty Logans- 
port merchants staged a “Harvest 
Day” campaign as part of a move- 


ment to restore prosperity, and 
posted scores of valuable prizes. 
One of the winners had his 


choice of approximately 20 articles 
and he insisted upon having a 
Leonard electric refrigerator, offer- 
ed by Charles Young & Son, dealer, 
as his reward. 


& 
SS. 
¢ 


of original and exclusive conveniences, 
each one a powerful selling point... and 
backing Norge he found a responsible 
manufacturing organization with a policy 
that permits the dealer to make money 
on every Sale 

Today he is doing a thriving business 
in his modern Norge store at 1153 Flat- 
bush Avenue, Brooklyn, New York. He 
is planning the opening of several more 
stores of the same type with headquarters 
at 551 Fifth Avenue, New York City. 


cua 
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WALKER RESIGNS AS ART 
DIRECTOR OF DEVEREAUX 


DETROIT—George W. Walker has 


| resigned from his position as art direc- | 


tor and design stylist for the Devereaux 
Corp., manufacturer of Art-Dex metal in 
decorative hardware here, after serving 
for two and a half years. | 

He will take up the duties of manu-| 
facturer’s representative and industrial 
designer, with offices in Detroit. 

Prior to this he was automobile and 
ashion illustrator in Los Angeles and 


Cleveland, and designer of automobile 
bodies 


for General Motors Corp. and 


Besserman, like other Norge dealers 
has kept his original profits...they hav: 
not been used up in excessive service calls. 
His satisfied customers are eagerly help 
ing him sell more Norge Refrigerators 

“There is,”’ he says, ‘‘a profit for the 
dealer in every Rollator that rolls.”’ 

It is important to you to see the Norge 
before you sell any refrigerator. 


Norge Corporation is a division of Borg-Warner 
Corporation, one of the world’s largest makers of 
Precistom parts, me ludimg automotive free u hee imme. 


NORGE CORPORATION 


658 EAST WOODBRIDGE STREET 
DETROIT MICHIGAN 


Leonard Dealer Sells 
"Em In Pairs 


HENDERSON, Tex.-—-E. M. Rob- 
erts, Jr., Leonard dealer, may have 
started a new vogue in the selling 
of electric refrigerators. “Sell ’em 
in pairs” is apparently his motto. 

At any rate, here’s his story: 

“We had a prospective customer 
the other day and our model L-750 
was not large enough to care for 
his needs. We suggested that he 
purchase two model L-750’s, one 
with a right-hand and one with a 
left-hand door. He agreed to try 
this arrangement. Placed side by 
side, these refrigerators proved to 
be the equivalent of one extra-large 
one, with plenty of compartments 
in which to keep various kinds of 
foods.” 


ELECTRICAL TRADE SHOW 
TO BE HELD IN NEW YORK 


NEW YORK CITY—The New York 
Electrical Trade Show will be held dur- 
ing the week of Oct. 17 to Oct. 22 inclu- 
sive, at the Hotel New Yorker, here. 
The entire fifth and six floors will be 
occupied by exhibitors from all parts of 
the country. 


The exhibition will be open to visitors | 


from 9 a. m. to7 p. m. every day, except 


on Wednesday and Thursday, when the | 


show will remain open until 9 p. m. 
Each individual exhibitor may have a 


private room or rooms, if he desires, to | 


show his products, at a cost little higher 
than if the exhibitor were to occupy 
independently the equivalent space in 
the hotel. 

Light, display racks, tables, ete., will 
be provided by the management of the 
show. An aggressive and sustained pro- 
gram of advertising will be carried on 
by the management 

George F. Little, 
Fifth Ave. here, is 
show. Mr. Little has 
managing shows in other 
a number of years 


KELVINATOR ENTERTAINS 
OHIO SALESMEN 


DETROIT The Kelvinator 
was host last week to four salesmen 


with offices at 220 
organizer of the 
had experience 
industries for 


factory 
of 


the Central Hardware & Factory Supply | 


Co distributor of Akron Ohio The 
men entertained were V. T. Earley, do- 
mestic sales manager of the Kelvinator 
division, and H. F. Lang, Charles E 
Chapman, and W. E. Robertson, who 
won the trip to Detroit for super-sales- 
manship in connection with the Kelvin- 
ator Derby sales contest 

The visitors, under the guidance of H 
J. Priest of the sales department, made 
a tour of the plant, and were taken 


through Greenwich Village in Dearborn 


INDIANAPOLIS UTILITY TO 
SELL SERVEL UNITS 


INDIANAPOLIS The Indianapolis 
Light & Power Co. has recently been 


appointed dealer for Servel commercial 
refrigeration by the Griffith-Victor Dis- 
tributing Corp., Servel distributor in the 
Indianapolis and Cincinnati territories 
A refrigeration division has been or- 
ganized by the Light & Power Co. which 
is headed by William Shine, sales man- 
ager. Salesmen of the new group were 
recent visitors at the Servel plant 


HARDWARE ASSOCIATION TO 
MEET OCT. 17-20 


PHILADELPHIA — The 
annual convention of the National 
Hardware Association of the United 
States will be held at Atlantic City, N. J., 
Oct. 17 to Oct. 20, with headquarters 
at the Marlborough-Blenheim hotel 


thirty-eighth 


YORK MANAGERS HER 
OF NEW EQUIPME\T 


| 
| 
| YORK, Pa.—Discussions on new ;, 
|velopments in air conditioning, } 
,commercial, accessory and supply ec jp 
|}ment, an inspection trip through 
company’s manufacturing departn 
and research laboratories, and a de: 
stration of the refrigerant Freon (1 
marked the program of the annua) ); 
gional managers’ meeting of the \ ;} 
Ice Machinery Corp., held here rece 
President W. S. Shipley, in his jy 
| troductory remarks at the initial se 
of the meeting, pointed out to his 
| sociates the economies effected in m 
facturing costs during the past : 
|}and outlined marketing plans fo: 
next fiscal period. 


Discuss Potential Market 


Potential markets, sales forec 
| budgets, and future marketing pol 
| of the company were discussed in de: aj 
at the opening day’s session. S. E 
Lauer, general sales manager, led 
| discussion. 
| An inspection trip through the m 
|facturing departments and_ rese 
| laboratories of the company opened 
|}second day’s program. During 

regional managers inspe: 


|tour, the 
ls . enease 
improved manufacturing facilities 


new developments in air-conditioning 
and commercial refrigeration equi; 
| ment. 


Dairy Machinery Plans 


The afternoon session was devoted | 
|a discussion of dairy and ice cream ma 
|chinery sales plans, led by J. L. Ro 
miller, sales promotion manager, ani a 
demonstration of F-12 by R. J. Thomp 


son, representative of Kinetic Chem 
cals, Inc. 

| I. C. Baker, manager of the air- 
ditioning division, discussed air-condi 


tioning sales plans on the final day 
program. 

The sales promotion and advertising 
| activities of the company for the year 
|as outlined by W. S. Stair, advertising 
|}and sales promotion manager, will 
clude publicity, direct mail campaigns 
and sales literature. 

Dinner at the Country Club of Yor 
Pa., concluded the three-day meeting 


FIVE VERMONT BUREAUS 
EXCEED QUOTAS FOR 1932 


BENNINGTON, Vt.— The _ Electri 
Refrigeration Bureau here, having 


=. 


12 units last week, became the [fift! 
local bureau in the Green Mountair 
State to pass its year’s quota of ele 
refrigerator sales. 

Brattleboro, Vt., Barre, Vt. W 
River Junction, Vt., and Montpelier 


V+ 


are the other bureaus that have pa 
| their quotas. 

The entire state has realized 76 
cent of its last year’s quota, and 
|though the sales total at the en 
last week was 279 behind last ys 
record, State Director Buttrick f 
encouragement in the fact that 
week’s total was 50 per cent gre 
than that of the corresponding wee! 


last year. 


UTILITY LEADERS SERVE 
ON ‘BACK-TO-FARM’ GROUP 


KANSAS CITY, Mo.--Executive 
light and power companies have 
placed on the Midwest Farm Con 


tee, newly created organization of 
Missouri, Kansas, Oklahoma 
Arkansas, formed to foster and facil 
i “back-to-the-farm” movement, ac« 
ing to an article in a recent 
Electrical World 

J. F. Porter, president of the Ka 
City Power & Light Co., has 
named as a Missouri repre itive 
HK Weddle, district manager of the 
sas Electric Power Co., Emporia, I 
ind J. F. Owens, president of the ¢ 
homa Gas & Electric Co. Oklal 
City, others from the 
tu try 

Improved living conditions 
farm and electricity’s contribution t} 


r ' 
states, 


sent 
ell 


are selected 


on 


to are stressed as factors favorin 
movement. Services of the organiz 
are gratuitous. Large scale advert 

being used. Chambers of Comr 
in the four states are cooperating i! 


enterprise 


SOUTH AFRICA DISTRIBUTCR 
HOLDS SALES SCHOOL 


JOHANNESBURG, S. Africa 
bert Evans & Co., newly appointed ¢ 


land distributor here, recently he 
sales school in his main showroom 
R. H. Whyte, representing H 


export factor for Cope 
Inc., gave a lecture which 
several parts: a brief 
tory of electric refrigeration, a s 
talk on the theory of refrigerati 
discussion of the parts that go tor 


Robins Co., 
Products, 
divided into 


a refrigerator system, the constru 
of Copeland equipment, a general 


on the advantages of refrigeratic 
the home, and lastly, a complete su 
of the Copeland line 
A complete line of Copeland ref: 
was on exhibition, several m 
being in operation during the lectu 
About 35 people attended the me¢ 


ators 
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g) SALES CLOSED IN 
SYRACUSE, N. Y., SHOW 


| 
SYRACUSE, N. Y.—Sixty-two refrig- | 
ra or sales were recorded during the | 
ec nt manufacturers’ refrigerator show | 
D ored by 10 distributors of this| 
j Twenty-six sales were closed on 
th. floor. The others were completed by 
eve ing appointments at the homes of 
ecis. 
» show lasted a week and more than 
) people attended. The dealers re- 
d a total of 1,274 new prospects 
All of these were contacted at the show 
No. e of the names were previously on 
fen ers’ prospect lists 
e distributors participating in the 
s} were as follows: 3aldwin-Hall 
C Crosley; City Electric Co., Wil- 
irs; B. I. Cooper Sales Co., Inc., Cope- 
Gilbert Appliance Corp., Frigid- 
ui! Gould-Farmer Co., Ine., General 
Ele tric; H. D. MacRae, Inc., Gibson; 
Me chem-Fenn, Inc., Kelvinator; Onon- 
! Auto Supply Co., Norge; Treman 
Kinz, Ine., Westinghouse; and Warner 
Dis'ributing Corp., Leonard 
S.les room, light, window display, and 
a xr service was furnished free of 
ze by the Syracuse Lighting Co., 


Morning Radio Announcements 
From Monday to Friday inclusive, | 
during the week of the show and | 
previous week, morning announce- 

ts were made during the Miss Good | 
News hour of station WFBL advertis- | 
the event. This hour is a special | 


ire of the station for the house-| § 


wives of Syracuse, and in it Miss Good | 
News mentions bargains and shows in 
city. 
here were also three announcements 
each day of the two weeks over sta- 
1 WSYR. Each announcement either 
preceded or followed the more popular 
station programs, using a different one 
each day. 


Newspaper Advertising 


\ total of 15 two-column, four-inch 
idvertisements were run in the local 
papers during the week of the show 
ind the previous week. One two-cclumn 
eight-inch advertisement was run in 

h of the three daily papers on the 
pening day. 

Over the city’s busiest corner, Salina 
it Jefferson Streets, a 40x4-ft. street 
sign was placed describing the activity. 
Three hundred 22x28-in. cards were 
placed in various store windows 
throughout the city. 

One 40x4-ft. cloth-on-wood sign was 
placed on one side of the Lighting Co. 
building. Five 10x4-ft signs were 
placed over the front of buildings 
wned by distributors, and located at 
heavy traffic points in the city 


Signs on 25 Trucks 


Oileloth on wood signs, 3x5-ft. in size, | 
were attached to each side of the Light- | 
Co.’s 25 heavy-duty coke and line | 


trucks. Three hundred hood covers, 


were placed on all cars owned by dis- 
itors, dealers and the Lighting Co 
Beginning Sunday, a week before the 
vity, publicity articles appeared 
ry other day in each of the three 
y papers. The mayor of the city of- | 
illy opened the show. 
More than 5,000 tickets were given to | 
ers’ salesmen for distribution to 
pects. A series of three bulletins | 
e mailed direct to the dealers of the 
cipating distributors asking fon 
cooperation 


| 
black letters on a yellow ie 


10 Display Spaces 

e floor space of the display room | 
divided into 10 equal parts, pro-| 
ng for a maximum of three models 
booth Position was decided by 
To guarantee uniform appearance 
a equipment, such as Cutaway | 
els, ete., was not allowed Refrig 
rs and literature were the only 
s furnished by the distributor 
indard black on silver cards were 
ed in front of each booth, the copy 
ely noting the make, distributor and 
icuse dealers. Distributors assigned 
various dealers so that each one 
ived an equal amount of time 
floor, with no more than two sales 
present at once 


n 
on 


Space in Windows 


ich distributor was given one dis- 
window, the position of the win- | 
depending on the value of his floor 

e. The best window went to the} 
who drew the least desirable booth, | 
The window display consisted only 
the refrigerator, a card listing the 
ce, distributor and name of Syracuse 
ers, and decorative velour 


demonstration “Cooking with 
was held in the home service 
torium daily Three refrigerator 


in operation on the lecture plat 
each day, the make and position 
g determined by lot 

tal attendance at the demonstra 
for the week was slightly less than 
ind, of this number, approximately 
third owned electric refrigerators 
re was no free distribution of sou- 
te., either on the dis- 
floor or at the demonstration 

ie show cost $1,247.93 Each dis- 
itor contributed $100 and the Syra 
Lighting Co., Inc., paid the re- 
ning $247.93. 


rs, desserts, e 


RE you looking for ways to build better refrig- 
erators—at an economical cost—in 1933? If you 
are, it will pay you to check these five points before 


you contract for next year’s insulation requirements. 


ARMSTRONG DEPENDABILITY—You want to deal 
only with dependable manufacturers. Armstrong's 
success is based upon more than thirty vears of steady 
growth. It is your guarantee of reliability—both in 


quality and uninterrupted service. 


ARMSTRONG INSULATION—Armstrong offers two 
types of insulating materials—Armstrong’s LK Cork- 
board, and Armstrong’s ‘Temlok. In its field each 
is outstanding. 

Lh Corkboard is anew tvpe of corkboard specially 
developed by Armstrong for refrigerated equipment. 
It is light in weight, and 15°7 more efficient than old- 
style corkboard. It is strong, and highly moisture- 
resistant. New, large-sized boards make installation 
easier, more economical. 

Temlok is an improved type of fibreboard insula 
tion, particularly suited for domestic refrigerators. It 
offers low conductivity, light density, strength and 


rigidity, plus exceptional moisture resistance. 


ARMSTRONG'S LIFE TEST ROOM—Ilere is a com- 
plete, specially equipped laboratory to determine the 


efficiency of refrigerated equipment in normal service. 


’ TYPE 


hese facts... 


Tests are made under accelerated conditions of 


temperature and humidity. In a short time, it is 
possible to approximate the usage received in a life- 
time of service. Results are checked, valuable informa- 
tion obtained. As a user or potential user of Arm- 
strong Insulation, you are entitled to have these tests 
made on your own cabinets, in cooperation with your 
own engineers. Armstrong bears the full expense of 
testing in the Life Test Room; you supply one or 


more cabinets to be tested. 


ADVERTISING COOPERATION — Manufacturers 
who use Armstrong Insulation find plenty of mer 
chandising cooperation available. This includes 
magazine advertising, direct mail, sales literature, and 
selling helps of all kinds. It’s a valuable service, which 


ties upinevery way with national and local campaigns. 


HEAR ARMSTRONG'S COMPLETE PLAN — We 
should like to give vou further details about) Arm 
strong’s LIK Corkboard and Temlok. Let us tell vou 
the practical advantages of purchasing them on the 
yearly contract basis. Get the full story of Armstrong 
advertising cooperation the uses of the Life Test 
Room and how it can help you solve insulation 
problems. A) posteard will) bring an Armstrong 
representative to consult with vou. Just let us know 
when vou want him to call. Armstrong Cork & Insu 


lation Company, 917 Concord Street, Lancaster, Pa. 


rmstrong’s Lk Corkboard Insulation 


Efficient, Durable Insulation for Refrigerated Equipment 
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Hot and Cold 


CE and coal have been considered a first-rate 

merchandising combination for many years. 
One was needed badly in cold weather, the other in 
warm. More modern is the idea that electric re- 
frigeration and oil burners or coal stokers should 
make a good sales team. Particularly does this 
seem plausible since the advent of air conditioning. 


There are a number of reasons why the two 
types of products are compatible—both from the 
standpoints of merchandising and production. 


Electric refrigerators and oil burners employ 
the same general types of small motors, pumps, 
automatic starting and stopping devices. Their 
manufacture requires about the same varieties of 
foundry and factory equipment. Best of all, the 
“demand season” for oil burners comes at a time 
when electric refrigerator factories are usually 
idle, and could be profitably occupied with the 
making of oil burners. The Williams Oil-O-Matic 
Heating Corp., which makes Oil-O-Matic oil burn- 
ers and Ice-O-Matic refrigerators in the same plant 
at Bloomington, Ill., is a noteworthy example of 
this production compatibility. 


Complementary Selling Seasons 


Likewise, when electric refrigeration sales be- 
gin to slow down, the oil burner selling season 
swings into its fastest gait. Coal stokers, too, 
reach the zenith of their demand in late summer 
and early autumn months. (Which product—oil 
burners or coal stokers—the electric refrigeration 
dealer will find most profitable as a companion line 
depends largely upon his locality.) 


The same types of executive management, sales 


management and sales training, factory represen- | 


| 


tation, display, advertising, and retail salesman- 
ship which are needed to sell electric refrigerators 
in the spring and early summer can be employed 
to sell automatic heating equipment in late summer 
and autumn. 


Not only can electrical heating and cooling 
equipment be manufactured in the same plants and 
sold by the same merchandising organizations, but 


General Sales Manager E. V. Walsh of the Timken 
Silent Automatic Co. puts it, a “race’”’ of oil burner 
service and installation men has sprung up in the 
last decade, and good men are nearly always 
quickly and easily available. No longer does there 
seem to be reason for delay in merchandising oil 
burners through specialty dealers. 


Time Is Now Ripe for Approach 


Manufacturers of oil burners and coal stokers 
have been figuring out ways and means of increas- 
ing their distribution by lining up outlets in the 
electric refrigeration industry for some time. They 
have known that their products were becoming 
‘more and more susceptible to specialty selling. 
| And they have also known that the best specialty 
selling organizations in the country during the 
last few years have been electric refrigeration 


‘distributors and dealers. 


Such organizations may have been formerly 


‘identified with other industries, and probably still | 
handle other products, but during the boom period | 
of electric refrigeration sales they have become | 
predominantly electric refrigeration concerns. It| 
would be extremely difficult to find a city in the | 
United States in which the best appliance dealers 


weren't electric refrigeration dealers. 


What will interest heating equipment manu- 
facturers right now is not the statement that elec- 
tric refrigeration distributors and dealers should 
do an exceptionally good job with the merchandis- 
ing of such products. They probably are already 
convinced of that. But they will be interested in 
knowing that today these electric refrigeration | 
sales organizations are in a most receptive mood to 
hear the story of companion merchandising. 


‘ a P : 
Previously the addition of companion lines has | 


been merely an answer to the problem of a peak- | 
and-valley sales curve. Today it is an answer to. 
the problem of survival. | 


Air Conditioning May Weld Two Industries 


Furthermore, the time is coming when many 
electric refrigeration organizations will have to 
learn the whys and wherefores of heating and 
ventilating appliances. For they will have air- 
conditioning equipment to sell; and heating is just | 
as integral a part of complete air conditioning as 
is cooling. 


| 

Eventually electric refrigeration distributors | 
and dealers, into whose lap the air-conditioning 
plum seems likely to fall, will learn the story of 
modern heating. Since their need for compatible 
companion merchandise is so acute at present, 
heating equipment manufacturers are wisely ask- 
ing: “Why not now?” 


GLEANINGS 


| 


| 


the two products seem to have a natural affinity. | 
Users of one device are prospects for the other. | 


Average retail prices are comparable. Both go into 
the home, and both provide health insurance. One 
protects the family from the undermining effects 
of spoiled food, while the other wards off colds 
and their attendant train of ills. Both are con- 
veniences, and both are sold on the pride-of- 
ownership appeal. 


Engineering Phases Less Complicated 


In the past, oil burners have been sold largely 
through the heating and ventilation trade. Early 
models were difficult to install and service. Only 
plumbers and steamfitters seemed able to cope with 
the engineering problems of such installations. 
Because such concerns have known little about 
specialty selling, oil burner sales have lagged. At 
the end of 1931 the oil burner market saturation 
was estimated at 2.1 per cent. This year sales have 
dropped below those of last year. 


tecently, however, manufacturers have greatly 
simplified and improved their products. Installa- 
tion methods are becoming standardized. And, as 


levels? 


| Age, October 6, 1932. 


FROM RECENT PERIODICALS 


PRICES AND PROGRESS 


REATIVE ability has always commanded higher wages 
than have repetition and routine. It should, and will 
so long as men prize progress. 

How foolish it would be to remove the incentive for ideas 
by setting the same rate of pay for creators and repeaters! 
Even communistic Russia establishes a decided differential 
in such matters 

How much is creative ability worth? How much salary 
would you have been willing to pay the late Thomas Edison? 
Certainly enough to assure him of a state of living and 
state of mind conducive to best performance. 

Let us transpose this reasoning from people to products; 
from pay envelopes to prices 

Broadly speaking, we may separate industrial products 
into two classes. One is creative equipment. The other is 
composed of the goods or products made by this equipment 


Shall we pay both the same wages at today’s depressed 


That consumer products are selling in many cases below 
cost is unfortunate, both for those who make them and for 
the general public. But not so unfortunate as it would be 
if the present pressure from some users forced the makers 
of our creative tools to incur still further losses 

Now, more than ever before, do we need to maintain 
a state of mind in these men that is conducive to their best 
creative work. For in what they now do to improve produc- 
tion equipment lies the solution of the price, profit, and 
prosperity problems of the vastly greater number who man- 
ufacture with that equipment 

The price of every creative tool should include a sub 
stantial allotment for progress maintenance in the form 
of research, invention, and further improvement, food to 
fatten the “golden goose” and to make it lay larger eggs 
for all of us. 

Buyers of creative equipment who insist on putting the 
emphasis on price rather than performance are pawning 
the prospect of progress for a few present pennies.—Iron 


|that business 


GEORGE MASON 
SAYS: 


By George Mason 
President, Kelvinator Corp. 


HE economic situation, during the 

last two months, has undergone a 
healthy betterment, and this is re- 
flected in a much more cheerful out- 
look on the part of the public. 

In company with H. W. Burritt, our 
vice president in charge of sales, I 
only recently 
returned 
from a swing 
Saye Ugh 
the western 
United States 
and found 
e verywhere 
that there 
was a decid- 
ed upturn in 
morale. 

Of course, 
we’re not go- 
ing to wake 
up some fine 
day soon and 
see prosper- 
ity blazing 
away with 
both barrels 
But,we found 
on the tour, 
in upswing 
in business is 
under way. 

Despite sub- 
normal con- 
ditions, the electric refrigeration indus- 
try, on the whole, has enjoyed a good 
year. 

The Leonard Refrigerator Co. has ex- 


GEORGE MASON 


| perienced unprecedented gains in sales. 


It has attracted the attention of the en- 
tire industry. One of the factors to 
which we attribute this great increase 
is consistent advertising. Another is 
sound, vigorous merchandising. 

For the coming year, 
advertising budget will be substantial- 
ly increased. In fact, it will be greater 
than it has ever been in Leonard his- 
tory. 

Coupled with returning good times, 
our new merchandise and merchandis- 
ing program should make 1933 an 
epochal year in the company’s. ex- 
istence. 


Letters from Readers 


A Grand Idea 


American Radio Equipment Co. 
265-267 Ave. Haig, Shanghai 
Sept. 10, 1932. 
Publisher: 
I rise to record a red hot Protest 
against the cleverest and most expert 


| business group in America—which with- 


out doubt is the distributors of electric 
refrigeration. 
I have just received your air-condi- 


|tioner issue of Aug. 10, which I have 


read with particular attention. “The 


|Expansion Valve” in this issue forces 


me to action, for I regard it, when 
viewed in detail and perspective, as in a 
class by itself in the field of commercial 
journalism. 

My protest is this: Everybody knows 
recovery can only pro- 
gress in terms of carefully prepared 
mental and psychological curatives ad- 
ministered to many millions of compara- 
tively helpless people. 
proper compound of these curatives be 
obtained? Only from the better trade 
publications, of which ELectric REFRIG- 
FRATION NEws is a particularly effective 
example 

I therefore protest to the electric re- 
frigeration industry against its treat- 
ment of its technical press. How can 
really clever American business men 
expect to buy for 6 cents (including 
postage) a weekly package of business 
dynamics that is worth not a cent less 
than one dollar an issue? Only fools 
seek to kill golden geese, and I protest 


j}against this foolish slaughter. The brain 


that organizes ELectric REFRIGERATION 
News and the staff that produce it are 
entitled to really handsome returns for 
their work, and I have no doubt that 
they can safely stand a little extra pros- 


perity without any danger of their ac- | 
| quiring Rolls-Royces, monocles or spats! 
For $50 a| 


My suggestion is simple: 
year, each concern receives four copies 
of each issue—one file copy, two clip- 
ping copies, and one copy to be “read.” 
In addition, sufficient extra copies to be 


supplied at the 6-cent rate for every | 


group head in the organization. 
The advertising department of ELec- 
TRIC REFRIGERATION News will not then 


have to prostrate itself on lowly door- | 


steps awaiting advertising patronage 
and handouts. Instead, firms will be as- 
signed space at a low rate strictly in 
accordance with the editor’s idea of the 
value of their announcement. The ad- 
vertising function too long has been 
pauperized by the mere dead weight of 
bank accounts—let us instead assign to 
dynamic ideas their proper tonnage in 
the scale of business 
I shudder at the 
would have happened 


thought of what 
if the 50 firms 


‘listed on page 16 had been invited to 


the Leonard | 


Where can the} 


pay $100 each for the listing—but a, 
we a “motometer” that recorded he 
psychological impressions which yo. 
duce profitable business they w 4 
have rushed their checks by specia’ da 
livery! 
This is a serious matter, ever jp 
China—so I solemnly salute you. 
RosBerT L. STEwA 
General mane er 


. 
Timely Message 
Norge Company of Missouri 
4000 Laclede Ave., St. Louis, Mx 
Sept. 26, 19: 
Editor: 

An article on the front page of ‘he 
merchandising section of ELECTRIC ip. 
FRIGERATION News of September 7, “A 
Message to Dealers,” by Mr. Tauben: °k 
is so timely and excellent that we we ild 
like reprints to send a copy to e ch 
Norge dealer in our territory. 

If this is not possible, can you s nd 
us a mat or electro of the article, o; 
can you suggest some way that we an 
place a copy of this article in the ha ids 
of each of our dealers? Will need ‘50 
copies. 

It is our intention to send a perso a! 
letter to the dealer, directing his att n 
tion to the article and to the be: 
he will receive from regularly read ng 
the ELectric REFRIGERATION NEws. 

H. H. WALKE 
Sales-advertising mana; 


European Edition 

International Refrigerator Co., Lt 

169 Regent St., London, W. I. 
Sept. 20, 1932 
Editor: 

Would you investigate your Foreien 
Subscription list with the idea that this 
may be large enough to warrant a sec- 
tion of your interesting and useful pub- 
lication to be devoted to the activities 
of refrigeration people in the foreign 
field? 

For our part we should be extremely 
interested in such a section and fee! 
that this would also be the case wit! 
many of your readers in the United 
States. 


ARTHUR C. Cox 
Manager, sales promotion department 


‘Price or Effort?’ 


Maxon, Inc. 
Cleveland 
Oct. 4, 1932 
Editor: 

I was very much interested in reading 
your editorial in the issue of Sept. 21 
captioned, “Price or Effort?” 

Since that time we have received a 
number of newspapers in which cut 
prices are featured. These ads cove! 
various makes of electric refrigerators 
and were printed in newspapers in dif- 
ferent localities. 

One of them for instance offers a $35 
allowance for any ice box. Another-—a 
department store advertisement—off «rs 
a big reduction on various makes for a 
special day with no down payment 
Still another offers at a sale a $457 
refrigerator for $285 and a $328 refrig- 
erator for $2389. 

FRED BOLLME’ 


He’s For It 
Kelvinator Corp. 
Detroit 
Sept. 29, 1932 
Editor: 

I “twigged” the lead editorial in you 
current (Sept. 28) issue on salesmans 
}in 1933. Have written an item call 
|attention of Kelvinmen to it for n xt 
Cold Facts. ELECTRIC REFRIGERAT 
News is clever. I’m for it. 

Georce R. CULLE> 
Publicity manager and editor « 
Cold Fa 
| 


Kind Words I Dept. 


| “Please send me EL ectric ReEFRric! 


| TION News for July 27, as I didn’t get 
see my regular copy. I got it out of 

post office box, but that was all. I 

tered into a conversation with the p: 
master and his wife about refrigerati 
and laid the News (still in the wrap} 
on the writing desk. When I left 

office the paper was gone. It must h: 
looked as good to some one else as 
does to me. Anyway here’s a dime 

another copy.”—L. E. Boles, Elect 
Home Service, Randolph, Kan. 

“Will you please mail to us 12 coy 
| or any portion thereof, of the Engin¢ 
ing Section of your issue of ELEc 
| REFRIGERATION News, under date of J: 
29? The comparative data in that is 
was one of the finest articles you hi: 
ever published.”—J. F. Brady, sa 
|manager, A. A. Duckett, Inc., Hadd:: 
field, N. J. 


“Received ELECTRIC REFRIGERAT 
| News, issue of Aug. 17, and find it v 
valuable. 

“In the June 29 issue I believe th 
is some information which would be 
great interest to us. Would appreci ' 
it if you would forward that copy 
us.”"—-L. E. Fitzsimmons, Fitzsimm 
Signs, Inc., New York City. 

“Needless to say your paper is j 
chock full of information that keeps 
up to date in this industry. You h 
my very best wishes for your contin 
gpuccess.”—-A. E. Freshman, dist 
representative, General Electric 
Sterick Bldg., Memphis, Tenn. 
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R. G. Dun & Co. Surveys Hardware Field 


Problem of Wholesalers Discussed; 
Emphasizes Articles Sold 


iW YORK CITY—Emphasis is laid | 


on he increased numbers and types of 
ar’ ‘les which are being sold in hard- 
Ww stores today in a special survey of 


th hardware trade prepared by the re- 
ser ch department of R. G. Dun & Co. 
ich items as household _ supplies, 
sp. ting goods, marine hardware, are 
me tioned’ as some of the departures 
the old-time hardware line which 
being made by modern stores. 
ith the change in the type of goods 
h iled, hardware stores are changing 
tl arrangement, it is reported, placing 
on more easily accessible shelves 
tables. 
les for 1932, the report states, are 
ur r the 1931 level. The low prices of 
f 1 products and comparatively low 
hasing power hit hardware stores 
i nding on farm trade. Furniture 
ha: ware buying has been in very light 
leiand, and sales in the automotive 
fie | below expectation. 


Upturn in Middle West 


he decline is estimated to range from 
20 per cent as compared with the 
same period during 193 
the Middle West, fall buying is ex- 
pected to take an upturn, with such 
items as refrigerators, washing ma- 
chines, vacuum cleaners and fans form- 
j the bulk of the sales, Sales of sea- 
sonal lines are holding up at about last 


fy 
I 1 


year’s level 
tetail sales of exclusive hardware 
res in 1931 totaled approximately 
$2,000,000,000, a figure estimated from 


orts by 36,000 retail hardware outlets. 


Importance of Wholesaler 


Che report stressed the importance in 
the hardware trade of the wholesaler. 
Manufacturer-to-consumer selling is al- 
most negligible in the trade, fully 40 per 
cent of the merchandise passing first 
rough the hands of the 
Only 4% per cent of all hardware pro- 
duced is sold by the manufacturer di- 
to the retailer. 

Price trends, in general, were seen to 
be steadier; while current prices are 
wer than they were last year, no 


reet 


oo 


1 some items have already shown an 

vancing tendency. 

‘he report’s discussion 

costs is given here in full: 
It is the opinion of many keen ob- 
rvers in the hardware business that it 

costs too much to get the manufac- 


of operating 


wholesaler. | 


| rising 


rther recessions are considered likely, | 


turers’ products into the hands of the | 


consumer. Taking the hardware busi- 
ness, as a whole, there has been but 
‘tle progress made in the reduction 


luring the last few years. 


Expenses Still Large 
‘The average wholesaler still is strug- 
ng along with operating expenses 
arly as high as they were five or ten 
irs ago, because of the way his busi- 
conducted, and the demands 
ich are made upon him for service. 
has been just as difficult, too, for the 
erage retailer to reduce his expenses 
e manufacturer's selling expense has, 
anything, become more costly than it 


hess is 


is a few years back. 
There has, however, been consider- 
le progress made by the retailer in 


rchandising his goods, but this has 
en largely through individual or asso 
ition effort. The trouble has been that 
arly all of the merchandising atten- 
n has been placed on horizontal or- 
nization and effort; that is, retailer 
th retailer; wholesaler with whole 
er; and manufacturer with manufac- 
rer. The associations have been ac- 
mplishing some unusual results and 
e Hardware Council has made notable 
hievements in formulating sound 
indards of practice 


Vertical Coordination 


As the leaders of the trade it, 
wever, the big need is for vertical co 
lination and organization. That is, re- 


see 


ler to wholesaler, and wholesaler to 
inufacturer. With strong organiza- 
n, which would permit goods to flow 


sily from manufacturer to wholesaler, 
rough the retailer to the consumer, 
would be working for the same pur- 
se and without duplication of effort 
‘Thus, each of the three factors could 
pense with many expense items, and 
liver merchandise to the consumer 
ith less resistance and cost. This is 
hat is meant by ‘selective selling,’ of 
hich economists have had much to 
y of late. 
‘The trend of operating costs during 


sO 


‘ent years has brought them to a 
itical stage. According to the survey 
st completed by the National Retail 


ardware Association, the expense has 
en rising persistently since 1923, with 
e exception of 1929: 

Per-Cent 


riled. - ; “ie “,. | ware 
operating expenses and selling costs | salers 


Up to 1929 the trend of margin was 
rapidly enough to prevent any 
serious effect upon operating profit. 
Margin in 1924 was 25.50 per cent of 
sales and rose to 26.81 per cent in 1928. 
In 1929, however, the margin began to 


drop slowly, and it was down to 26.13 | 


per cent in 1931. 


“The average hardware store expenses | 


passed the margin in 1930 and exceeded 
it by a substantial amount in 1931. In- 
come from cash discounts still pre- 
vented a loss in the typical concern dur- 
ing 1930, but it was not great enough to 
accomplish this in 1931.” 


Association Plans Survey 


The report said that in order to assist | 


the hardware retailer to arrive at a 
more favorable expense adjustment and 
to be in a position to meet competition 
from other types of retail outlets, the 
National Retail Hardware Association 
is conducting a study of price problems 
faced by the retailer. 

At its recent congress, the associa- 
tion authorized the appointment of a 
committee to make an extensive survey 
of the price situation, obtain merchan- 
dise from various competitive agencies, 
study, compare and analyze prices and 
qualities of such merchandise as the 
retailer, wholesaler and manufacturer 
handle. 

The committee then will correlate 
these facts and perform such other 
duties as may be necessary to promul- 
gate definite plans and recommenda- 
tions on price competition for the use 
of the various constituent state organi- 
zations. The report is expected 
completed by Jan. 1, 1933. 


27 Cents to Retailer 

“In the government’s recent survey on 
hardware distribution in the Gulf South- 
west, it was found that approximately 
27 cents of each $1 spent by the con- 
sumer in retail hardware stores goes to 
the retailer. On the average, 14 cents 
of each $1 is the share of the 
saler, while the remaining 59 cents goes 
to the manufacturer. 

“Breaking down the figures in a dif- 
ferent way, some 41% cents of each $1 


received by the hardware store is paid | 


out by manufacturer, wholesaler and 
retailer together for wages and salaries; 
38% cents goes for warehouse and de- 
livery expense, bad debts and capital 
charges; and 20 cents for raw material. 


Dollar Split-up Varies 


“The split-up of the consumer’s hard- 
dollar between retailers, whole- 
and manufacturers varies. be- 
tween different establishments. Subur- 
ban retail stores, for instance, report 
taking 30 cents of the customer’s dollar, 
whereas the implement stores take only 
22%, cents. 


“The minimum taken by any whole- 


|}sale hardware establishment was found 


12'2 cents, and the 
There is a wide variation in the 
shares obtained of the dollar 
individual hardware commo- 


to be 
cents. 
relative 
spent for 
dities. 
“For gifts and novelties, for instance, 


the retailer’s proportion is reported as 
42 cents; the wholesaler’s, 24.8 cents; 
and the manufacturer’s, only 33.2 cents. | 
At the other end of the scale, lime, 


plaster and cement returns the retailer | 


only 17 cents of each $1; the wholesaler, 
8.3 cents; and the manufacturer, 74.7 
cents. 


Collections No Worse 


“The collection situation really is no 


worse than it was a year ago. In fact, 
it has improved in some respects, due 
to the greater care which being 
exercised in the granting of credit 
Strong accounts continue to discount 
and anticipate their obligations, but 
those concerns in a less liquid condition 
are requesting longer datings and, in 
some instances, extentions. 


is 


“Although there will be a marked in- | 


crease in the amount of money available 
in country districts this fall, the bulk 
of this is expected to be diverted to 
reducing borrowed indebtedness, and 
may not help collections much, as the 
tendency of the banks at present is to 
improve their liquid position and to re- 
duce old loans, without extending new 
ones. 

“In the Gulf Southwest, the y 
recently conducted by the government 
in the hardware trade showed that bad 
debts average over $4 a year per custo- 
mer, and three-fourths of 1 per cent on 
every sales transaction. The average 
customer account is collected in 67 days 
in that territory, and the average cus- 
tomer is not permitted at any one time 
to have more than 30 per cent of his 
year’s purchases unpaid for. The aver- 
wholesaler there turns his entire 
investment in accounts and 
notes receivable 4.7 times a year. 

“According the Industrial Credit 
Loss Survey prepared by R. G. Dun & 
Co., the average bad debt loss for man- 
ufacturers and wholesalers of hardware 
and firearms is 1.194 per cent. This per- 


age 


capital 


to 


to be} 


whole- | 


maximum 17} 


survey | 


First Diggers’ Club Member 


John W. Kurtz (left), first salesman to win membership in the Servel 


| 139 concerns which sold 210,260 accounts | 


merchandise valued at $56,667,000. 
“When grouped according to the ter- 
ritory sold, the best-paying customers 
were in Maine, New Hampshire, Ver- 
mont, Rhode Island, Massachusetts and 


Connecticut, as the four concerns which | 
sold- 3,555 accounts in that territory mer- | 


chandise valued at $524,000, reported an 
average industrial credit loss of only 
484 of 1 per cent. 

“The poorest-paying accounts were in 


the geographical subdivision which em-' 


| Gold Diggers’ Club, receives his badge from H. C. Noll, distributor. 


|centage is based on total 1931 sales of | braces New York, New Jersey, Pennsy]l- | 


vania, Maryland, Delaware, Virginia and 
the District of Columbia, as the 17 man- 
ufacturers and wholesalers of hardware 
and firearms that sold 19,882 accounts 
goods valued at $4,511,000, showed an 
average individual credit of 2.034 
per cent. 

“The 65 manufacturers of hardware 
and tools that sold 112,119 accounts mer 
chandise valued at $20,125,000 in 1931 
had a credit loss of .627 of 1 per cent, 
while the 19 manufacturers of firearms 
selling 27,289 accounts goods with a 


loss 


|total worth of $17,857,000 during the 
|same period suffered a credit loss of 
|.649 of 1 per cent. 

| “The 55 wholesalers of hardware and 
| heavy machinery included in the Indus- 
trial Credit Loss Survey sold 70,852 ac- 


counts merchandise with a value of 
$18,685,000 in 1931. While the average 
credit loss for this group was .932 of 


1 per cent, it ranged from a low of .673 
|of 1 per cent for the accounts sold in 
|the North Middle West to a high of 
| 2.097 per cent for the customers served 
| 
| 


in the Southwest. 
“Since 1927 failures among _ whole- 
salers and retailers have been on the 


|}increase. The gain has been continu- 
|; ous both in the number of the default- 
ing firms and in the amount of the lia- 
bilities involved, the exhibit for 1931 
showing a total of 753 insolvencies, a 
gain of 47.2 per cent over the 397 
recorded for 1927. The liabilities during 
the same period rose from $6,301,217 to 
$11,494,617, an increase of 45.2 per cent. 
“During the first six months of the 
current year this increase has been con- 
tinued, the number of failures recorded 
being more than half the total for the 
entire 12-month period of 1931. The lia- 
| bilities involved have shown about the 
|} same ratio of increase, the $5,890,384 be- 
ing also more than half the entire total 
of liabilities for the full year of 1931. 


“The complete insolvency record of 
wholesalers and retailers of hardware 
for the last five years, as compiled by 
R. G. Dun & Co., shows: 


Wholesalers and Retailers 


Year Number Liabilities 
1927 397 $ 6,301,217 
1928 133 6,415,680 
1929 105 7,475,074 
1930 643 9,531,080 
1931 753 11,494,617 
1932* 107 5,890,384 
(*) January to June, inclusive 


DETROIT, 


ERATION 


of our business. 


MICHIGAN 


| A ract tHAT 10 Years IN THE REFRIG- 
INDUSTRY HAS TAUGHT US 


... Lhere 


WAYS a TOMORROW 


It may be wise—at times—to be an oppor- 
tunist. But it is never sound policy to jeopard- 
ize tomorrow for the sake of today. 


adhere strictly to this principle in the conduct 
mercial equipment which we offer is designed 


immediate sales. 


UNIVERSAL COOLER CORPORATION 


BRANTFORD, ONTARIO 


The character of the com- 


1S 


We 


to build lasting good will, as well as to produce | | 


AND COMMERCIAL 


MANUFACTURERS OF A COMPLETE LINE OF HOUSEHOLD | | 
REFRIGERATION EQUIPMEN | | 


| 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 12, 1932 


PEOPLE 


LITTLE STORIES OF INTERESTING 


IN THE REFRIGERATION INDUSTRY 


E EXPANSION 


First G. E. Distributor 


Phil Harrison of Newark was the first | 


distributor of General Electric refrig- 
erators. 

Back in the days when there was no 
electric refrigeration department of the | 
General Electric Co. (not so long ago 
at that—just a matter of half a decade) 
Phil was looking for something to do. 

One of his friends in the General | 
Electric Co. showed him a G. E. refrig- 
erator. At that time it was being sold | 
almost entirely through public utilities. 
They were getting 40 per cent discount, 
and were selling a few boxes now and 
then. 

Phil decided he'd like to take over | 
most of New Jersey, and show the Gen- 
eral Electric Co. how to sell electric re- 
frigerators. (He’d never seen one until 
this friend showed him the G. E 
“squirrel cage.’’) 

First difficulty: There were already 10 
utility dealers in New Jersey, all getting 
40 per cent—which was all Phil could 
be allowed. Easy for Phil, though. He 
called on the 10 dealers, and sold them 
on the idea of buying through him and 
taking only 25 per cent discount—in re- 
turn for his merchandising aid! 

Of course he made it work. He al- 
ways does. He raised capital, and went 
at it in a big way. Soon his vision en- 
larged, he raised more capital, and went | 
at it in a bigger way. Whenever he 
needed money he went out and got it. 

And during the last three years he has | 
been paying back that borrowed capital 
rapidly. 


Not only was Phil Harrison the 
first independent G. E. refrigerator 
distributor, but he claims he is the 
largest—taking into account the fac- 
tor of degree of ownership. 

When Ted Quinn and Paul Zim- 
merman left Nela Park to organize 
a G. E. electric refrigeration depart- 
ment, they came down to Newark 
to look Phil’s operation over. 

And, as recent history has shown, 
they got some ideas. 


* * * | 
Phil the Man | 

From the above sketchy remarks you 
may glean the idea that Phil is quite a 
man. If you've ever seen him, you know 
he is. 

After you've gripped his hamlike paw, 
got a load of his stainless steel blue- 
gray eyes, given his All-American guard | 
physique the once-over, watched his 
restless prowling, and listened to the 
Floyd Gibbonsy rapidity of his speech, 
you wouldn’t be surprised at anything | 
you heard about Phil Harrison. 

You are not astounded to learn that 
at an early age he owned and operated 
a prosperous electric lamp manufactur- 
ing business 

You don’t bat an eye when you are 
told that this year he took over the 
management of the Newark Athletic 
Club—which had been running thou- 
sands upon thousands of dollars in the 
red——and made it pay 

You don’t raise an eyebrow when you 
hear that he is a zestful sportsman 
whose interests run from deep-sea fish- 
ing to crap-shooting 


You don't go deaf, dumb, and blind 
when you discover that he has a stun- 
ningly beautiful wife, and that together 
they make one of the handsomest, most 
youthful couples in the entire electrical 
industry 

And—but why go on? His enthu 
siasms are too many and too diversified 
t catalogued If you remember! 
Teddy Roosevelt, you can fill out a 
pretty good mental picture of the way 
Phil Harrison lives 


Oo be 


As in the case of Rough-Riding 
Teddy, the one word of which Phil 
Harrison is the living exemplifica- 
tion is Energy. 
it—more than 
And how he 


He has oceans of 
he can possibly use 
burns it! 

Edna St. Vincent Millay, with her 
candle which merely burned at two 
ends, was a piker. Phil’s abundant 
living can’t be measured in terms of 
candlepower. Horsepower would be 


better. 
. * . 


Fast Start 


Phil's restlessness and 
been evident all his 


eaperness for 


independence have 


high school education 
yvecame an engineer for the General 
munificent salary of 
i week. Later he joined the Tung 
lamp company as an engi 


tric Co. at the 


his first four years of engi 
labor, he attended night school 
of that time he decided 
ome his own boss. He was 
red of spending so much effort selling 
others mn his ideas, and figured he 


the end 


The Harrison Formula 


| standing the human equation, of tactful 


| good money, so that they can have nice 


|and to pay hospital bills, mortgages, and 


|might as well make some money on his 
| sales ability. 

So he organized Sileco (Superior Illu- 
|minating Light Co.). In a short time he 
|had built up a _ substantial business 
manufacturing electric lamps. Then G. 
E. patent attorneys began putting the 


'clamps on independent lamp producers, | 


and in the process of litigation Phil was 
forced out of business. 
After a year of vacationing, sport, and 


leisurely looking around for a new busi- | 


ness, he was shown one of the early 
G. E. refrigerators, with the results out- 


| lined earlier in this story. 


Phil’s success formula is as rare as it 
is simple. It is simply that of under- 


manipulation of human relationships, 
and of personal radiation of human 
qualities. 


By George F. Taubeneck 
 Phightin’ Phil 


| 
| 


| 


He doesn’t like to be alone. He 
genuinely enjoys his daily bumping and 
shoulder-brushing with the men of his 


organization. He wants them to saniee | 
| 
| 
| 
| 


homes, and invite him to dinner fre- 
quently! 
When an employe becomes a proud 


parent, Phil knows about it and shel!s 
out. When that baby has a new tooth, | 
Phil knows about that, too, and does | 
something appropriate. 

Should a Harrison man fall into some | 
kind of trouble, Phil is the boy who | 


| fixes things up. There is a Harrison wel- | 


fare fund, useful to meet emergencies, | 


the like. | 


His profit-sharing system helps 
the men discipline themselves. It’s 
a system of checks and balances, 
and keeps the key men working on 
each other. 


If one department doesn’t seem to 
come up to snuff, the manager of 
that department hears about it from 
his brother departmental managers 


—for their profit “cuts” are at 
stake. 
Harrison’s organization is built on | 


the premise that every man, if he is 
worth his salt, wants to be in busi- 
ness for himself. And Phil aims to- 
ward virtually complete delegation 
of authority. 


> * « 
Politics and Tact 
Phil also sets a great store by his 


male secretary, who transmits the Har 
rison orders. 


Phil thinks this male secretary beats | 
an assistant general manager all hollow; 
because it has been his experience that 
such a title and responsibility is likely 
to breed jealously and keep useful ideas 
and information from reaching the 
chief's ears 

An advocate. of frankness and 
straight-shooting as opposed to politics, 
Phil yet Knows how to play the latter 
game, if need be. 


He is, for instance, one of the most 
influential members of the amalgama- 
tion of New Jersey electrical 
ind he has made that connection pay 
dividends His work in organizing 
these leagues tu meet gas competition | 
has been particularly effective 


leagues, 


7 
. . 
Big Operation 
One has to tour Harrison's domain in 
order to appreciate fully its and | 
He has retail stores, for instance 


$1ze 


scope 


in East Orange, Brunswick, Piainfield 
Newark, Jersey City, Morristown, Eliza 
beth, Hackensack, Summit, and Engle 
wood 


These 
ness, he claims 
COO. Average 
from 500 ti 


retail stores do an annual busi 
of approximately $1,500 
quota of each store runs 
» 600 units 

All delivery and servicing is done by 
the Harrison organization As a by 
product of his 
Hiarrison trucks do a 


trucking service at regula 


operating department 


$150,000 annual 
moving and 
hauling rates 
His advertising and 
department now has kitchen planning 
wing, and Phil is hoping to 
than self-supporting 


sales promotion 


under its 
make it more 
Today he 


is building a strong depart 


ment for merchandising companion ap 
pliance lines, and is selli almost all 
; appliances including ranges 


equipment vacuum cleaners 
radios, and the traffic 


machines 
items 
Commercial 


has taken over 


department? Sure. Phil 
his father’s building (C 


H. Harrison & Bros., Commercial Fix 
tures) turned it into a commercial 
refrigeration showroom and headquat 
ters 


Harrison is the 
case distributor in 
and is going hot 
type of business 


Ottenheimer display 
Newark and environs, 
after the food-store 


In keeping with today’s needs, the 
entire Harrison organization is ona 


PHIL HARRISON 
New Jersey distributor in Camp 
Refrigeration costume. 


highly —and quickly — adjustable 
basis. 

His seven key men (departmental 
managers) are practically the only 
salaried men in the company. They 
are paid salaries plus shares of the 
profits. 

All others, from branch managers 
to salesmen, work on commissions, 
which vary somewhat according to 
quota, and against which drawing 
accounts may be established. 

Hence Phil never has to cut sala- 
ries, and suffer the bad psychologi- 
cal effects of such a move. His men 
write their own pay-checks by their 
own efforts. 

And today Phil boasts that every 
Harrison flag is flying as a result of 
this system. 


* * * 


Sales Organization 


Harrison's selling organization 


broken down into four departments re- 
wholesale, commercial, and apart- 
house—all of which maintain in- 


tail, 
ment 
dividual 
ecretary 

A sale 


operations. A manager and 
head each department 


of four or more 


LITTLE STORIES OF INTERESTING 


VALVE . 


IDEAS 
THE REFRIGERATION INDUSTRY 


models to one building or individual is |] constant 


considered as being in the apartment 
house class. 

Salesmen in the apartment house divi- 
sion contact architects, trust companies, 
| builders, land developers, mortgage and 
| title companies, insurance companies, 
| management companies and _ realtors, 
|}and building and loan associations. 


| Dealers for the Philip H. Harrison Co. | 


| have been selected after (1) a careful 
study of newspaper surveys of trading 
areas, reports on the number of wired 
|} homes, surveys showing principal shop- 


ping centers; and (2) a thorough in- 
vestigation of the prospective dealer’s 
credit standing, outside selling force, 


lines of merchandise. 

Harrison's specialty dealers, by terms 
of their franchise, are required to main- 
tain a floor display, organize an outside 
selling force, erect an outdoor sign, do a 
specified amount of advertising, and 


household 


handle no other competitive make of re- 
frigerator. 


Phil considers department stores 
as good dealer outlets in a supple- 
mentary way only. 

He takes practically an identical 
view with regard to hardware 
stores. 


The same requirements he sets up 
for his specialty dealers are not 
asked of these outlets, because of 
their established manner of doing 
business. 


Wielessle F ield Men 


Wholesale field men maintain contact 
between the dealer and the distributor. 
In Harrison’s words, they teach the 
dealer to do business “in the way the 
distributor would like to see 
handled.” 

They conduct meetings with the deal- 
ers’ sales forces, they must contact their 
dealers every few days, and very often 


go out into the field to do door-to-door | 


canvassing and sales closing. 

One of the main duties of these whole- 
sale field men is to maintain records of 
the dealer’s activities in sales promo- 


business experience, success with other | 


things | 


tion and sales direction. These records | 


give the distributor exact references 


|from which he can judge the character 
'of the dealer’s work. 


The dealer’s are not worried with the 
problems of deliveries, installations, and 
service, for Phil’s distributor’s product 


'department handles all installation and 


service calls for his dealers. 
* * - 


Salesmen 


The salesman is considered a most im- 
portant cog in Phil’s own retail selling 
activities, and the selection of a sales- 
man for a Harrison retail store is 
marked by a close scrutiny of his previ- 
ous business record, education, appear- 
ance, personal habits, and standing in 
the community. The qualifications he 
brings forward are carefully checked by 
personal and business references. 

Upon joining the Harrison crew, the 
salesman is turned over to an educa- 
tional director, who instructs him on 
the major principles of the product, the 
correct use of factory sales help. The 
educational director also initiates the 
neophyte into the mysteries of actual 
selling on the showroom floor 

Sales supervisors command salesmen 
working in the various districts. These 
sales supervisors, in addition to acting 
as “closers,” are also instructors and 
leaders. Phil believes wholesouledly in 
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Margaret Egan (left), daughter of Sid Egan of Maxon, Inc., Helen 


Lewis, his secretary, and Philip, his son, spend a day on the beach. 
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supervision and 
Weekly meetings are held in wi ch 
talks are made by sales and bra in 
managers, and the salesman’s educa op 
|is also furthered by use of the G EF 
| sales correspondence course. 

| Salesmen are paid on a commis. 5p 
| plus bonus basis. The bonus is off; 
;}On a monthly and yearly basis, an: j¢ 
a percentage based on the f.0.b. do 4; 
| sales. It is awarded for attainment 
|} monthly or yearly quotas. 

| Local contests of 30 to 60 days d 
| tion, in which cash or merchan: 
| prizes are awarded, are held from tin, 
to time to stimulate the salesmen’s 

| tivities. 


instruc! 5p 


os 


Harrison’s main source of 
his prospects, he says. 
| Salesmen make periodic calls on us: :s 
obviously to see that they are satis 
| O1 to present some token as a remin: -) 
| of the goodwill and esteem of the Ph) j; 
H. Harrison Co. 
The primary object of such vis 
| however, is that of obtaining tips or 
| “hot” prospects. 


users jis 


| All prospects are carded; and the fi 
| follow-up call after the original cont 
|is made within 10 to 30 days. 
Harrison employs the “closed te: 
tory” system in which salesmen regis 
|their prospects, getting protection on 
|that prospect for a certain length 
| time. 


oa 


A typical day for a Harrison 
salesman runs something as follows 
| some 25 canvass calls in the morn 
ing, a number of “follow-up” calls 
in the afternoon, “closing” appoint 
ments in the evening. 


Prospects are recontacted at least 
every 30 days. 


The sales arguments of economy, co! 
| venience, and features of the machin: 
}construction, are the ones which are 
|making sales today, says Harrison. A 
long list of satisfied users is a fine help 
in closing sales, he states. 
| Figures gathered and interpreted by 
| home economists are used to put acr« 
|the arguments of savings effected 
through quantity buying, elimination of 
spoilage, and savings on left-overs. 

* + * 


‘Sales Promotion 


| with 


Harrison directs all the sales prom: 
tional and advertising activity for both 
his distributorship and dealership ope: 
ations through a central department 

Direct mail is used to arouse interes! 
and to prepare the way for a person 
call by a salesman, which follows fo 
or five days after the mailing. 

Newspaper copy of the direct appre 
type constitutes the principal advert 
ing effort, although Phil uses radio a1 
billboards occasionally. 

Harrison employs a home service d 
partment, and has constructed a G. 
model kitchen which is used for ran; 
and refrigerator demonstrations, I 
tures, card parties. 

Cooking schools are held to which a 
invited prospects, users, friends, et 
Names of prospects are obtain: 
through the offer of a door prize, } 
which the salesmen are enabled to o 
tain names and addresses. 
made 
women’s club 


A tie-in is whenever possib 
meetings, as hos 
of good prospects can be uncovered 
such groups are contacted proper 
Harrison believes 


Post Scriptum 
Perhaps after reading all this 


about Phil Harrison, you'll come t: 
the conclusion that we like and ad 
mire him a helluva lot. 

You’re right. 

We do. 


The Detector 


We have a new camp follower. H 
name is W. MacDonald, and he is n 
conducting a kolyum, “The Detect 
for Radio Retailing, a McGraw-Hill pu 
lication 


The detector, of course, is as imp 
tant to a radio as the expansion val 
is to an electric refrigerator. And 
makes a peach of a name for a kolyu! 

even better, we think, than ours. 

MacDonald goes us one better. “T! 
Expansion Valve” alternates boldfa: 
type with regular. “The Detector” ge 
variety by shifting from regular to bol 
face to italic type 

Here is an italic paragraph from } 
September kolyum which may intere 
you: 

Everybody likes to say “we told 
you so once in a while” and here’s 
our chance. Frank Burke of Little 
Rock, Arkansas’ 555 Inc., writes 
“Notwithstanding the depression 
June was the biggest Kelvinator 
month in our history. And, all theory 
of experts to the contrary (not ours 
Mr. Burke) our leading refrigeration 
salesman is the man who has led 
our radio selling force for the past 
several years.” 
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AH UTILITY HOLDS 
‘HAM & EGG’ CONTEST 


ALT LAKE CITY -~As an added fea- 
of a month’s sales campaign spon- 
i by the Utah Power & Light Co., 
eral Electric refrigerator dealer 
he eo, a “Ham and Egg Contest” was 


1e sales department was divided into 


tv teams, and then employes from | 
r departments, such as the credit | 
al service, who worked in common 
wi h the sales department, and other 
m:n directly interested in the sales 
rram, were added. Each team com- 
ed 30 men 
ne team was called the “Hams” and 
other the “Eggs.” A large cartoon, 
ring one complete side of the sales- 
m, with the names of the “Hams” 
d on one side, and the names of 
“Eggs” on the other, made it pos- 
to record the standings of the 
ms each day. 
the 30-day period a number 
sketches were staged at the 
A Saturday base- 
and a golf 


luring 
of comedy 
ning meetings. 
game between teams, 
rnament were held. 
s the contest progressed, plans were 
rted for a two-day outing to be held 
one of the nearby canyons. Each | 
son was assigned to one of the fol- 
ing committees: sports, entertain- 
nt, damfoolery, show, camp equip- 
ment, campfire and clean up, food, 
nsportation, first aid, trap shooting, | 
np and finance, and miscellaneous. 
was definitely understood that | 
members of the losing team would | 
ve as flunkies, cooks, waiters, etc. 

The day after the sales campaign 
ended the teams traveled 30 miles to 

Cottonwood Canyon. An advance | 
ent had posted signs along the road, 
recting the way. Various sport ac- 

tivities were under way soon after the 
rowd reached camp. 

The big event of the outing was the 
campfire, around which 60 men, led by | 
the entertainment, show and dam- 
foolery committees, did their stuff. 
Bonus checks were presented during 

ie evening at the campfire. 

These checks were drawn on the Ham 

nd Egg 

) the nicknames of the men, and signed 

’ the local manager. The check was a 

suvenir of the outing, and the money 
was paid later at the office. | 


National Bank, made payable | 


MINNEAPOLIS BUILDING TO. 
BE KELVINATOR EQUIPPED 


MINNEAPOLIS—W. W. Woodward, 
ommercial salesman for the Northern 
States Power Co., and D. A. White, serv- | 
e manager, recently won the contract 

install Kelvinator equipment in the 
estaurant of the new Northwestern 
Hell Telephone building here. 

The restaurant, on the 13th floor of 
he building, is planned to take care of 
000 employes. The Kelvinator equip- 
1ent installed in it consists of two salad 
ins, one milk cooler, one ice cream 
abinet, one ice maker and two large 
torage boxes for vegetables and meat. 
1! of which is taken care of by one 
VRB-130 and one WFB-150. 

The new building cost $2,500,000. It is 
15 ft. high, and has 26 stories with 
iree basements. The architecture is 
.merican perpendicular Gothic, and 
linnesota limestone and granite were 

ed in the construction. 


UTILITY OFFERS UNITS TO 
WORKERS UNDER $100 


PITTSBURGH 
nator models of 4-cu 
ffered for less than $100 to its em- 
from Sept. 26 to Oct. 8, by the 
hiladelphia Co. and its affiliated public 
tilities in the Pittsburgh district 
This offer of a 15 per cent saving on 
ectric refrigeration is made_ twice 
early to the employes of the company 
make purchases at the company’s 
res, according to H. K. Hambly, edi- 
of Public , employe magazine 
f the Philadelphia Co. which advertised 
e offer 
The refrigerators could be purchased 
the Gas and Electric Shops, apy 
tores of the Equitable Sales Co 
liary of the Philadelphia Co 


INQUIRIES RECEIVED FROM 
NORWAY, MOROCCO 


WASHINGTON, D. C.—Inquiries for 

ctric refrigerators have been received 
om an agency in Oslo, Norway, and 
lso from Tangier, Morocco, by the U 
+. Department of Commerce, according 

a recent bulletin from that depart- 
nent 

Inquiries for radio sets have come 
‘rom St. Michaels, Azores, from Beira 
Portugese East Africa, and Johannes- 
surg, South Africa. Also from Oslo, 
Norway, and Muiden, Netherlands 
Detailed information on the foreign 
ales openings included in the depart- 
report may be had without 
harge upon application to any branch 
ffice of the Bureau of Foreign and Do- 
Commerce, or from departmen 
eadquarters in Washington, D. C 


Frigidaire and Kel- 
ft. capacity were 


oyes 


ho 


Service 


liance 


a sub- 


|; Swer, 


| SO, 


;one 


| with almost humorous exactitude. 


| particular 


| cooling unit. 
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If Not Price 


By Harvey Lindsay, President, Dry-Zero 


Then What? 


Corporation 


WEEK ago I ventured to express 
an opinion that lower prices will 
neither broaden the market nor in- 
crease the volume of sales of electric 
refrigerators, and that it seems logical 
that such price reductions by standard 
manufacturers will actually retard sales. 
This opinion was, and still is, based 
upon the sober reality that such price- 
cutting has never resulted beneficially 
in another industry—except for those 
in-and-out makers and merchandisers of 
inferior products sold on the lure of 
price alone. 


Old Line Dealer Agrees 


My belief has not been contradicted 
In fact, a dealer handling one of the 
several old-line, standard electric re- 
frigerators agreed with me—completely 
and sadly. 

“But,” said he, “granting 
right, what of it? If further 
ductions and _ lower-priced ‘come-on’ 
cabinets won't sell, what will? How 
else can I fight that $59 box sold down 
the street?” 

That dealer’s 


you are 
price re- 


questions are those of 


the entire stable portion of the indus- | 


try. Because I have had the temerity to 
assert that price-cutting is not the an- 
it apparently devolves upon me 
offer another. But before I can do 
it will be necessary to look back 
over the history of electric refrigerator 
merchandising. For the doings of last 
year and the year before it are re- 
sponsible for what is happening today. 


to 


Identical Claims 
Glancing back through the advertise- 


|ments of the various manufacturers, 
one factor becomes obvious immediate- 
ly. Except for the name of the cabinet, | 


advertisement duplicates 
Each 
claims the same qualities, the same 
ideal performance, the same beauty, the 
same convenience. Each lays the same 


|stress on the reputation of the maker 


And nearly every one speaks with 
pride of some exclusive and 
feature connected with the 
It is around this exclusive 
the entire merchandising 


superior 


feature that 
plan is built 


These advertisements tell the story of 


|the golden days of electric refrigerator | 


Price played a minor role. The 
competition centered around 

The largest sales went 
smartest organizations 
happy. 


selling. 
greatest 
the “guarantee.” 
to the biggest, 
Everyone was 


The public was buying refrigerators, 


People only had a vague 
notion of what made the things effi- 
cient, and nobody bothered to explain 

Then came the first shots in the price 
battle. 3argains in outmoded cabinets 
were offered first. Then cheaper cabi- 
nets began to appear from little-known 


lots of them. 


factories. Manufacturers, dealers, and 
|distributors refused to worry; they 
| were still selling at top speed. Minor 
“price adjustments” were made by the 
big fellows. Gradually, the prices on 
the in-and-outers’ cabinets dropped to 
$89.50, $79.50, $69.50 

Suddenly, standard manufacturers 


distributors, and dealers realized there 


was a cloud over the sun; that trouble 
had arrived. And trouble has remained 

The story needs no amplification 
Every dealer, distributor, and manu- 
facturer knows it by heart. But what 
is behind it? Has the depression driven 
the public to the point where nothing 
but price matters? No. That may have 
been true a year ago, but certainly it 
is not today 


Cheated by Shoddy Product 

was cheated 
products of 
bargain 


For two years the public 
and bamboozled by shoddy 
all kinds masquerading as 
merchandise. Six months ago the pub 
lic rebelled and began to demand qual 
ity at economical but sensible prices 
Smart retail merchandisers today ars 
selling on this basis. Many of then 
have even found that increasing price 
actually stimulated buying 

What, then, is the explanation? 
it is: The public cannot detect any 
ference between the $59 electric 
frigerator and the one that 
$135 30th claim the same ren 
both offer the 

same 


same 


Here 
dif 
re 
for 
iarkable 
con 
ap 
appear 


sells 


came 
ts, and 
of 


performance; 
veniences, the 
proximately the 
ance 


gadge 


beauty 


Reputations Less Potent 
Against the reputation of the 
of the standard refrigerator stands 
half price of the unknown maker. And 
reputations aren't potent these days 
many of them have been used t: 
sell cheap merchandise 


builder 
the 


SO 


too 


Despite this, some standard manufac 
turers even now are tarnishing the 
reputations they enjoy and shaking 
what confidence the public retains in 
the intrinsic worth of the fair-priced 
cabinet by offering lower-quality cabi- 
nets at cut prices, thus confirming the 
growing belief that there is no material 
difference in actual value between the 


$135 refrigerator 

Under these conditions, why shouldn't 
the public choose the lower-priced cabi- 
net? Has any standard manufacturer 
ever attempted to educate the public 
on what complete electric refrigeration 
quality really Has he ever taken 


$59 and the 


another | 


to satisfy the prospect that the 


price is warranted. 


them into his confidence and shown the | both 
| public the real performance facts about | fair 


| ic . ; “¢ -? 
las "5 ccna oe es To do this he must take the prospect 
Preeti sect BP a rl pon ere show. |"? his confidence. He must reveal in 
room, has the manufacturer provided psc a a pear ago 
’ a what his refrigerator will do—the tem- 


Ferg ype be ge pat-opeedlipepeay teed of show- | perature it will maintain, day after 

pe oe i one “nag yt ae re-| day, week after week, month after 

i a oe was that performance— | month; the length of time the unit must 
song ee b. e permanent quality of all | operate to accomplish this; and the 
the things making it possible and not amount of electric current consumed. 
one or two dramatized parts—makes it 

a better buy at $135 than the cabinet Must Sell Vital Points 

down the street at $59? H ote ; 
Not to my knowledge. He must show that these three vital 

things depend entirely on the quality 

Intrinsic Superior Quality and permanent efficiency of all the 

parts which together constitute a good 


How, then, can the standard refriger- 


ator dealer of today compete with the These things must 


electric refrigerator. 


low-priced seller down the street when be done and proven before the pros- 
claim for claim, convenience for con- sc eyes--not in far-off laboratory 
ests. 


venience, and beauty for beauty the low- 


priced seller is his apparent equal? graphically, 


Doing this job forcefully, 


All that is left the standard dealer is |%4 conclusively is, I am sure, the an- 
the maker’s reputation to stake against | Swer to my dealer-friend’s question: 
the other fellow’s low price and we| ow can I fight that $59 box down 
can all see what already is happening the Streets at shows the peonpees Soe 
in thia contest clusively that the best buy is the $135 

This leaves one factor the standard |'efrigerator, and not the shoddy $59 
refrigerator dealer can avail himself of cabinet. , 
that his low-priced rival lacks—intrin- And, if that fact is not demonstrated 
sic superior quality indisputably, how, may I ask, can the 

Today, of course, the good dealer public be blamed for choosing the $59 
Aintnn--thet quality, heist te ea: Mile product, which the history of other in- 
ci ov? a - ' st¢riosc ine 22 7% ¢ rays : ri 
|rival. Therefore, the standard dealer a indicates will always be with 
must go beyond claims. He must use| ~”° 
proof—-proof that will demonstrate 


GIBSON CHEMIST MARRIED 
ON OCTOBER 1 


clearly and positively that the complete 
| performance of his refrigerator makes 
|it worth more than twice the price of 
his competitor’s because it will do the 


|things it should do far better and GREENVILLE, Mich Lawrence 
;cheaper year after year. Holsaple, chemist with the Gibson 
| Because the buyer is looking for eco-| Electric Refrigerator Corp., was mar- 
nomic performance and permanence, | ried Oct. 1. His bride was the former 

dealer must demonstrably prove! Miss Helen Eaton of Springfield, Ohio 


| the 
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REFRIGERATION REVUE 
HELD IN NEW YORK 


NEW YORK CITY A five-day Elec- 
| tric Refrigeration Revue, sponsored by 
the Electrical Association of New York, 
seven refrigeration manufacturers, and 
the electric companies of New York, 
was held at the Electrical Institute, 
Grand Central Palace, last week. 

Several prominent New York club- 
women acted as hostesses. There was a 
special program at 8:30 each evening, 
which included a talk by a home eco- 
nomist, a playlet, and entertainment 
headed by Ray Perkins, N.B.C. star. 

The hostesses and speakers for the 
five days were as follows: Monday: 
Mrs. J. Coghlan, Women’s Auxiliary of 
Bronx Lions Club, and Dr. Mary Stur- 
president, Fordham W.C.T.U., 
hostesses; Mildred Magonigle, instructor 
in foods, home economics department, 
Pratt Institute, speaker. 

Tuesday: Mrs. James Beard, and Mrs 
M. Wilcox, Brooklyn Edison Co. cook- 
ing class, hostesses; Mrs. Marion Miller, 
board of directors, Child Study Associa- 
tion of America, speaker. 

Wednesday: Mrs. Emil Kuhn, Cath- 
olic Benevolent Legion, and Mrs. A. H 
Hausrath, president of Bronx Women’s 
Club, hostesses; Marjorie Wardman, di- 
rector of Brooklyn Eagle Home Guild, 
speaker. 

Thursday 
Women’s 
Charles M. 


ress 
gess, 


R Carmichel, 
Forest Hills, Mrs 
Marron, Linden Court Gar- 
dens Club, Jackson Heights, and Mrs. 
George W. Earle, women’s department, 
Trinity Church, Richmond Hill, hostes- 
Katherine associate 


Mrs. 
Club, 


zs 


ses; Clayberger, 
editor, Women’s Home Companion, 
speaker. 

Hostesses for Friday were: Mrs. A. 
Hamilton, Mrs. M. C. Gevine, of the 
Brooklyn Edison Co. cooking class, and 
Miss Birdie Haar of New York Edison 
Co. cooking class; and the speaker was 


Prudence Penny 


“Does the enamel on YOUR 
Refrigerator flake off? 


Bonderite is “finish insurance’— it is the 


“hidden quality” which the manufacturer Bonderized, 


of high or low priced cabinets cannot omit ciency of the 
with safety. Bonderite cuts down refinishing 
costs and field complaints—gives long life 


to the finish—complete owner satisfaction. 


using Bonderite will be 


2197 EAST MILWAUKEE AVENUE 


EN T < i 


The finish will not check or peel. 


it be accidentally chipped, 


When the steel refrigerator cabinet is 


lasting beauty and effi- 


final finish are assured. 
Should 


rust cannot 


spread under the surrounding finish. 


The list of electric refrigerator manufacturers 


sent on request. 


PARKER RUST-PROOF COMPANY 


DETROIT, MICHIGAN 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 12, 1932 


SMALL TOWN PEOPLE 
CREATE 44% OF SALES. 


How To Sell Electric Refrigerators 


As Told By Mrs. Mary Jo Roberts, East Dallas Norge Company 


NEW YORK CITY—People living in 
small town communities spent a total 
of $22,000,000,000 and accounted for 44 
per cent of the total United States re- 


By Phil B. Redeker 


DALLAS, Tex.—Mrs. Mary Jo Roberts, | 


tail sales in 1929, according to a statis- 
tical study of the distribution of retail 
spending conducted by Rene Pepin, 
bureau of research and market analysis 
of the Household Magazine. 


Discusses Rural Expenditures 
“People living in small town com- 


| 
operator, leading sales getter, and driv- | 
ing spirit of the East Dallas Norge Co., | 
is rapidly disproving the adage that) 
“specialty selling isno game for women.” | 

In fact, by her record over the past | 
year, she appears to be well on the way 
|!to proving her contention that women | 
|are better fitted to sell kitchen appli- | 


munities spent not only the $15,500,000,- | ances than men. She was one of the 100 
000 sales done by small town retailers, | winning salespeople in the Norge extra 


but also $6,500,000,000 additional in com- | power contest, and was recently award- | 


munities over 10,000 population,” states | ed a special trip to the Norge factories 


woman of 29 years, is considered by 
Mrs. Roberts as neither as asset or 
liability in her dealings with men. When 
selling a Norge to a man, she presents 
her proposition as “one business 
dividual to another,” and “it is a cold 
| turkey proposition, and they can take it 
| or leave it.” 

In one of her selling methods, Mrs. 
| Roberts uses an approach that is seldom 
tried by American salesmen, but one 
which is used widely by European sales- 
men. After having contacted the house- 
wife in her home, and being unsuccess- 


Talker’ 


in- | 


the survey. 

This study endeavors to show that the 
rural population of the United States 
spent approximately 19 per cent of re- 
tail sales made in cities during 1929. 


Is Primary Market 


The sources of information upon 
which this study is based are the U. S. 
Census of 1930 (for the number of fami- 
lies), the U. S. Census of Distribution 
(for the number of retail sales), and 
“The Income of the American Family,” 
by Starch (for the average family in- 
come). 

The survey attempts to prove that 
the small town is the primary market 
for products sold for the home, as 52 
per cent of the population of the U. 8. 
live in communities under 10,000 while 
only 48 per cent live in cities of more 
than 10,000. 

In the small town 61 per cent of the 
population live in one- or two-family 
dwellings, while in the city only 39 per 
cent live in such homes. In small com- 


munities only 4 per cent of the dwell- 
ings are multifamily, while in the city 
37 per cent are built for several fami- 
lies, the report states. 


j in Detroit and Muskegon, Mich., 
| her achievements. 
| Mrs. Roberts, with father and mother, 
owns and operates the East Dallas | 
| Norge Co. At the present time she em- 
| ploys three salesmen and a serviceman, 
| but when she first started out to sell 
| Norge, her father and mother comprised 
|the sales and service force. 
| Selling is not new to Mrs. Roberts. 
She sold fraternal insurance for a num- 
ber of years, but the slump that follow- 
|/ed upon the market crash in 1929 forced 
|her to look about for some other form 
|of endeavor. She was thoroughly sold 
}on the value of modern kitchen appli- 
ances (she has more than $1,000 worth 
of equipment in her own kitchen), and 
was interested in electric refrigeration 
The Norge attracted her, she started 
to sell them for a distributor, and after 
|a short time decided that she could 
|manage her own dealership. 


for | 


MRS. MARY JO ROBERTS 


Mrs. Roberts attributes most of he 
success to the fact that she and her 
mother (they work together as a team) 


She handled all service calls when she | 2re “good talkers,” that selling in the 
was getting her dealership underway, 5°Uth is mainly “selling personality,” 
and when she did hire a service man, and that the simplicity of the Norge 
| mechanism makes mechanical details 


she trained him herself. Like a police 


or fire chief, Mrs. Roberts has a private |&45Y to explain, especially with the aid 


| telephone on a table next to her bed,|!ent by the Norge cutaway rollator 
| and she has answered service calls as | model. 
|late as 3 a. m. The fact that she is an attractive 


Designs 


DeLuxe All Steel 


Refrigerator 
Cabinets 


Well designed and sturdily constructed cabinets in a 
variety of sizes. Exterior finish in porcelain or lacquer. 
Porcelain interiors. Shelf arrangement gives large square 
foot area. 

Heavy substantial, chromium plated hardware. Champ- 
ered corners. Beautiful in appearance. 


Made in two designs: 


Deluxe Models 


Champered corners——4, 5 and 6 cubic feet capacity (net) 


Standard Models 
34, 
Special designs made to specifications. Gas range and refrigerator 
combination units. 


Square corners t and 5 cubic feet capacity (net) 


WRITE FOR PRICES 


Standard Gas Equipment Corp. 


Designers and Manufacturers 
18 East 41st Street New York, N.Y. 


Offices—Baltimore, Chicago, Boston, Philadelphia 


Factories—Aurora, *Jersey City, Baltimore, Birmingham 


*Refrigerator cabinet plant at Jersey City ideally located for Fastern Market 


ful in obtaining an evening appoint- 
| ment, in which she can talk to both 
husband and wife, she will make a busi- 
ness appointment with the man in his 
office, and tell the story to him there. 
Much of Mrs. Roberts’ efforts upon a 
first call are directed towards getting 
the prospect to a showroom. “Once in 
the showroom, they’re sold,” is her 
motto. Her showroom selling formula is 
to place the prospects on a comfortable 
divan in front of the row of Norge 


models, treat them to a cool drink and | 


a piece of refrigerator dessert, and then 


give them a demonstration (with plenty | 


of visualizing) of the main features of 
the Norge. 


Cultivates Users Intensively 

This Norge woman dealer isn’t a very 
strong advocate of the cold canvass as 
a method of obtaining prospects. She 
cultivates her users intensively, using a 
gift or the pretext of a prefunctory 
service call (such as oiling the ma- 
chine) to gain entrance to a_ user’s 
home, and from which she_ usually 
emerges with a list of prospects. 

Then there are a number of users and 
friends who have made a business of 
|““tipping her off” to red hot prospects, 


and to these helpers she pays a premium | 
| of $3 to $5 for every sale made to such | 


|}a prospect. 

| Mrs. Roberts is a “hunch” player 
| when it comes to determining where she 
| is to “strike” as she sets out on a call. 
She thumbs through a list of prospects, 
}and selects one whom she “feels” to be 
|in the immediate market for 
| tric refrigerator. 


Cooperate in Presentation 


| Attended by her she ap- 
| 
| 


door 


mother, 
| proaches the of the prospect’s 
home with rollator in one hand, and 
sales manual in the other (her dress- 
maker claims she has become lopsitied 
from carrying the rollator so much). 

They ask the woman for five minutes 


generally stay for two hours. 

Either of the two women may take 
the lead in telling the story, but once 
they set out upon a certain line of at- 
tack, their story is told in a cooperative 
manner, with no conflict or interrup- 
tions. If Mrs. Roberts takes the lead, 
her mother abetts her by putting the 
“sales tools” (rollator and manual) in 
her hands at the proper time, and by 
picking up the story when the leader is 
forced to pause for breath. 

If they fail to gain entrance into the 
home although met at the door by the 


busy or too tired to see them, they 
utilize the contact to make an appoint- 
ment for a call at a later date. 


Middle Class Wage Earners 


Mrs. Roberts has found that the 
middle class of steady wage earners con- 
stitute her best prospects, and _ al- 
though members of this group have 
medium-sized incomes, she sells more 
Norge models retailing for $275 than 
any other model. 

The point of adequate size in refrig- 
erators is made a major part of her 


sales record shows a high percentage of 
the higher priced models 

The showroom operated by the East 
Dallas Norge Co. isn’t very large, and 
it has no show windows in which to dis- 
play Norge models. But Mrs. Roberts 
has placed her floor display so that it 
can be easily seen from the street 
through the large plate-glass doors and 
a window which faces onto the street 

Mrs. Roberts doesn’t recognize the 
seasonal divisions of the year which so 
affect the sales curve of many dealers 
During the winter months temperature 
changes on a wide range occur very 
frequently and quickly, so that the need 
for artificial refrigeration often becomes 
more urgent during the winter season 
than in summer, when the user of ice 
}can avail himself of daily delivery. 

Mrs. Roberts makes capital of this 
fact, along with the argument that win- 
lter buying of fresh fruits and vegeta- 
|} bles has to be done in quantities. She 
|has convinced herself that refrigeration 
jis just as vital in the winter months as 
|it is in the summer, and she feels that 
ithe arguments which have convinced 
| her can be used to close prospects 

The operation of the East 
Norge Co. has not been large 
to warrant extensive advertising 
sales promotional programs. While 
respects the place of advertising 
}promotion in the selling picture, 
Roberts is at present content to 
on the fact that the “South still buys 
ple ”" and that “you close ’em 
quick, or you have merely warmed them 
up for the next salesman.” 


| 


Dallas 
enough 
and 
she 
and 
Mrs 
bank 


an elec- 


of her time, are usually admitted, and ! 


woman of the house, who may be too! 


sales story, and because of this fact her | 


14 MILLION FAMIL)3S 
OWN HOMES IN U. § 


| WASHINGTON, D. C.—More = 
14,000,000 of the 29,904,000 familie jy 
the United States owned their wy 
homes when the last census was ta 6p, 
according to a final compilation n ide 
by the U. S. Bureau of the Census 

Of the farm homes, the percentag of 
ownership was higher, the bureau d 
placing the number at 52.5 per cen of 


the total of 6,668,000 farm ho: ¢«; 
Numerically, therefore, 3,498,688 f rm 
homes were owned and 2,968,268 \y -re 
rented. The tenure was not show: jin 


201,725 instances. 
The tabulation showed that 89.3 \¢; 
cent, or 26,705,294 families of the lis og 


29,904,000 were white; 2,803,756, or 34 
per cent were Negro; and 395 \13 
families, or 1.3 per cent of the t 
were of other races. 

Of all homes returned in the 139 


census, 14,002,074, or 46.8 per cent, w re 
owned, and 15,319,817, or 51.2 per cent 
were rented. The tenure was not e-. 
ported for 1.9 per cent. 

Of all white families, 49.5 per « 
cwned their homes, while 48.7 wire 
tenants. Of negro homes, 23.9 per ¢ 
were owned, while 73.1 per cent we r¢ 
rented. The highest percentage of ho 


ownership (51.8) was found among 
foreign born white families, and the 
next highest (51.6) among  famil 


whose head was native white of forei 
or mixed parentage. 


R.E. OLDS ENTERS BID FOR 
DURANT MOTOR CO. PLANT 


LANSING, Mich.—Ransom E. Olds 
Lansing auto manufacturer, posted a 
|check for $105,000 with the Centra! 


| Trust Co. as a bid on the plant here of 
the defunct Durant Motor Co. recently 
| offered for public sale. 

Olds was the only bidder, so the sal: 
was postponed until Nov. 17 to see if 
there will be any more bids made. 

In posting the check, Olds said he had 
“prospects for a new industry,” but 
negotiations had not progressed to th: 
|}extent where he could make an ar 
nouncement. 

For some time, Mr. Olds has been re- 
| ported as a possible newcomer into the 
|electric refrigeration field. He state 
| when he posted the check, however, that 
| he does not intend to enter the industry 


. E. DESIGNS KITCHEN FOR 
JOHN WANAMAKER’S STORE 


NEW YORK CITY—tThe kitchen of 
the “wonder house,” erected in the aud 
j}torium of John Wanamaker’s ' sto: 
| here, was designed by the General Ele 
| tric Kitchen Institute, and it contains 
General Electric refrigerator, rang 
| dishwasher, ventilating fan, and vario\ 
smaller appliances such as an elect: 


food mixer, percolator, waffle iro: 
toaster, etc. 
The “wonder house,” a full-size si> 


room cottage, is of early American arc} 
itecture. Illumination is provided | 
small antique lamps, and a center fi> 
ture of hammered iron. 

The modern devices 
house are swinging doors operated 
opening and closing by photo-elect1 
cells, air conditioning, automatic sprin} 
ler system, chimes instead of door bell 
and all familiar aids to cooking an 
cleaning. 

At the formal opening of the mod: 
house addresses were made by Gera! 
Swope, president of General Elect: 
Co.; Mathew Woll, vice president of tl 
American Federation of Labor, an 
George B. Cortelyou, president of tl 
National Electric Light Association 


TEXAS DEALER SELLS MANY 
PORCELAIN MODELS 


FT. WORTH, Tex.—Sixty-five pe 
cent of the Frigidaire sales of the Wes 
Texas Utilities Co. so far this year hav 
been of porcelain-finished models. Uni 
sales of this company to date are 33 pe 


included in t} 


cent ahead of last year. 
The West Texas Utilities sales organ 
ization is divided into two groups 


headed by T. E 

St. John 
During June, Erby Harris led 

selling organization with 31 orders. 


UTILITY HONORS MANAGER OF 
REFRIGERATION SALES 


DENVER—James M. Eakins, sale 
manager of the electric refrigeration 
department of the Public Service Com 
pany of Colorado here, was given a 
diamond pin September 10 in recogni 
tion of his having completed 25 years 
service with the company 


GOULD-FARMER TAKES OVER 
N. Y. TERRITORY 


SYRACUSE, N. Y Gould-Farme! 
Co., Inc., formerly General Electric dis- 
tributor in Portland, Me., has taken 
over the distributorship in this city and 
adjacent territory of General Electric 
refrigerators, Hotpoint ranges, and 
other major General Electric appliances 


Kuykendall, and R. R 
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GRAYBAR CO. STUDIES 
POTENTIAL MARKET 


~f&W YORK CITY—A market for 
gs »,000 refrigerators in the United 
St. es was estimated by the Graybar 
El tric Co. as the result of a survey 
ig its employes in 73 cities to de- 
ine what they would buy if they 

ha the money. 
th improvement in business condi- 


and its reflection in the incomes , 


purchasing power, the 1,100 Gray- 
ba. employes expect to buy the follow- 


Per Cent 


of all Unit 
Units Replies Values Value 
Ne Homes..... 172 1514 $1,021,500 $6,000} 
Aut mobiles .... 367 33 285,885 780 | 
Rei igerators ... 491 44 85,211 175 
H ng 
lipment .... 83 714 21,700 262 
We hing 
Michines ..... 277 +25 20,966 75 | 
R errr ree 206 1814 14,067 70 
Iror ng Machines 155 14 13,192 85 | 


ing these figures as a base, Gray- 
ba: statisticians employed, as a further 
cor puting base, the 18,000,000 families 
ie United States (previous estimates 
been based on 30,000,000 families) 
i found a potential buying power of 
$40 100,000,000 existing in this country. 
yproximately one-half of this total 
of *40,000,000,000 would be spent in the 
fie of general housing needs, the stat- 
isticians estimate. Second in deferred 
jeniand were automobiles, with indi- 
eated demand approximately three times 
1931 rate. 


l.efrigerators led the group of elec- | 


trical equipment in the list of prospec- 
tive purchases. Ranking next in order 


were heating equipment, washing ma-| 


chines, radios, and ironers. - 
analyzing the market for non- 
trical equipment, the survey showed 
I need for furniture ranking first, 
with rugs and floor coverings taking 
nd place in the intention to buy. 
\Vith the resumption of normal pur- 


sing power, then, Graybar statisti- | 


ns think that the 18,000,000 families 
in the United States may reasonably be 
xpected to buy the following equip- 
ment: 


Units 

New homes 3.096 000 
\ ymmobiles 6,006,000 
| rigerators 8.8388 000 
Heating equipment . ... 1,494,000 
Washing Pe ; 4.986.000 
Radios ae ee aie ears . 3,708,000 

ning Machines 2,900,000 


In the nonelectrical field, the de- 
ferred demand is as follows: 

Estimated 

Total Annual 


Value Expenditures 


Furniture ‘ . .$1,990,000,000 $1,300,000,000 
Rugs and Floor 
verings 816,000,000 190,000,060 


isica 

nstruments 3 151,656,000 130,000,000 
men's Clothing 1,494,000,000 383.570.000.000 
en's Clothing 1,104,000,000 2.568,000,000 


REFRIGERATION DISPLAYED 
AT APPLIANCE EXHIBITION 


LINCOLN, Neb.—Electrie refrigera- 
S appeared in almost every one of 
12 booths in the Lincoln Home Ap- 

pliance and Radio show, which was 
ld in the ballroom of Hotel Corn- 
ker every evening, Sept. 26 to Oct. 1. 


ut 


ixhibitors and the makes they dis- | 


yed included: Gold & Co., Westing- 
ise; Electric Refrigeration Co., 
gidaire; Schmoller & Mueller Piano 
Ice-O-Matic; Gourlay Brothers 
ino Co., Leonard; Sears, Roebuck & 
Coldspot; Montgomery Ward & Co., 
ikold; Hardy’s Furniture Co., Norge 
Majestic 


ames Terry, manager of Schmoller & 
ieller Piano Co., and J. W. Detchen, 
S ars, Roebuck & Co., were on the com 
nm ttee in charge of general arrange 
nts and rules 
\l Hoppe, Electric Refrigeration Co., 
V. Moore, Gold & Co., and J. J 
irlay, Gourlay Brothers Piano Co., 
rked together on the entertainment 
nmittee 
F. Marty, Jr., Montgomery Ward 
‘o., and P. S. Hardy, Hardy’s Furni 
e Co., represented the electric refrig- 
ition dealers on the committee on dis- 
iys and booths. 
ther electric and gas appliances 
re also shown. Free entertainments 
demonstrations were given each 
“ning. 


'RGES USE OF RELIEF FUNDS 
IN LOW-COST HOUSING 


-HICAGO—That government funds 
unemployment relief be invested in 
v-cost housing rather than in unneces- 
ry Federal buildings is the suggestion 
Talbot Wegg, a Chicago architect. 
He points out that low-cost housing 
n be made to serve as an admirable 
ig-term investment. He cites the 
‘-higan Boulevard Apartments, a semi- 
lanthropic housing development built 
‘lusively for negroes, here. 
Despite the fact that the negro has 
ffered more than the white man dur- 
~ the current depression, this building 
id its stockholders 5% per cent in 


1, 

Wegg states: “When the investor is 
ide to realize that money put into 
using pays a steady and nonfluctu- 
ing return even in times of severe 
pression, then will our slums be 
ped out.” 


Approx. | 


11 Sales Close This 
Ice House 


KNOXVILLE, Tenn.—F. T. Wil- 
hite, Westinghouse industrial sales- 
man, recently closed an ice plant by 
selling 11 Westinghouse refrigera- 
tors. 

In the mountains of east Tennes- 

see, the Aluminum Co. of America 
|| maintains several hydro plants. 
'| These communities are, for the 
most part, isolated. In one com- 
|} munity the company furnished elec- 
tric ranges and free power to their 
| employes, and was operating a 
| 


small ice plant in order to serve 11 
families with ice. 

Salesman Wilhite demonstrated 
to officers of the company that they 
could save money by closing the ice 
plant and giving each family a 
|| Westinghouse - refrigerator. The 
|| company agreed—and the sale was 
made. 


ALABAMA POWER CO. 
PASSES SALES QUOTA 


BIRMINGHAM, Ala.The Alabama 
Power Co. more than went over the top 


paign and a lamp campaign in August, 
selling 300 refrigerators, and more than 
25,000 lamps during that period. 

In the “bell cow contest,” held dur- 
ing the same month, in which every 
lemploye of the company was to sell 
more than $5 worth of merchandise, 
every employe sold his quota. 
| Realizing fully the conditions that 
prevailed in its territory 


were dealers selling more than 40 differ- | 


ent makes of refrigerators in the area, 
most of which were offered at a lower 
initial cost than those of the Alabama 
Power Co., and that the southern divi- 
lsion of the company had just com- 
pleted a drive which netted over 10,000 
lamp sales, the Alabama Power Co. 
made preparations and detailed plans 
| well in advance of the opening of the 


| campaign. 
W. M. Stanley, vice president in 


charge of sales, and J. S. Sutherland, 
merchandise sales manager, 
charge of the sales drive. 

Sales supervisors of the six operating 
divisions of the company were first 
called together, and a quota agreed 
upon for each campaign. Special adver- 
tising and window displays were planned 
for the refrigerator sale, and special 
windows for the lamp campaign. 

Salesmen were required to prepare 
lists of prospects. Employes were urged 
to line up all possible sales for the “bell 
cow contest.” 

The quota and sales records in the 
refrigerator drive were as_ follows: 
Eastern division, quota, 48, sales, 42; 
Western division, quota, 55, sales, 66; 
Northern division, quota, 52, sales, 47; 
Southern division, quota, 70, sales, 73; 
Mobile division, quota, 55, sales, 58; 
Southeast division, quota, 20, sales, 12 
Quota total, 300, sales total, 300. 

Results of the lamp campaign were: 
Eastern division, quota, 3,975, sales, 
4,669; Western division, quota, 4,575, 
sales, 5,189; Northern division, quota, 
4.325, sales, 4,057; Southern division 
quota, 5,900, sales, 6,673; Mobile division, 
quota, 4,575, sales, 4,588; Southeast divi- 
sion, quota, 1,650, sales, 2,213. Quota 
total, 25,000, sales total, 27,389. 

In the “bell cow contest” the six divi- 
sions were 100 per cent in the number 
of employes on the commission payroll. 
The Eastern division had 168 employes, 
the Western, 129 employes, the Northern, 
186, the Southern, 233, Mobile, 140, and 
the Southeast, 65 employes, all of whom 
sold $5 or more worth of merchandise 


TEXAS GUINAN HOSTESS AT 
MINNEAPOLIS SHOW 


MINNEAPOLIS Texas Guinan 
served as hostess at the opening night 
of the eleventh annual Northwest Radio 
Electrical, and Home Appliance Show 
held Sept. 26 to Oct. 10 in the Minneap- 
olis Auditorium. 

Cooperative demonstrations, “Cooking 
with Cold,” were sponsored by the Elec 
trical League of Minneapolis 

More than 1,000 dealers of the North 
west Radio Trade Association met in 
their annual convention in the Curtis 
hotel during the week of the show. 


_ KELVINATORS INSTALLED IN 
VETERAN’S HOSPITAL 


{| ALBUQUERQUE, N. M.—Kelvinator 
| refrigeration equipment consisting of 14 
water coolers, 10 condensing units, coils, 
and a large mortuary cooler was re- 
cently installed inthe new United States 
| Veterans’ Hospital here by Rabbe & 
Mauger Co., Kelvinator distributor. 

The contract for Kelvinator refrigera- 
tion in government buildings all over 
the country was secured by Barber & 
Ross, distributor in Washington, D. C 


GRAYBAR MADE DISTRIBUTOR 


JACKSONVILLE, Fla.—Graybar Elec- 
tric Co. of this city has been appointed 
Kelvinator distributor for northern 
Florida and a portion of southern 
Georgia. 


in an electric refrigeration sales cam- | 


that there | 


were in 


On Our Bookshelves 


“HOMEMAKING, HOME FURNISH- 
| ING AND INFORMATION 
SERVICES” 

| 


| Authors: Committees on Homemaking 
—Housing and Family Life, on Home 
| Furnishing and Decoration, and on 
Home Information Services and Cen- 
| ters, President’s Conference on 
| Home Building and Home Owner- 
| ship. Edited by: John M. Gries and 
James Ford. Publisher: President’s 
Conference on Home Building and 
Home Ownership, Washington, D. C. 
Pages: 238. Date of Publication: 
1932. 
OORLY planned and inefficient hous- 
ing is largely responsible for much 
|}needless impairment of home _ and 
family life in present-day America, ac- 
|cording to a pioneering survey of nearly 
| 3,000 homes in 40 states, the results of 
|which are published in Volume X, 
“Home Making, Home Furnishing and 
| Information Services,” by the Presi- 
}dent’s Conference on Home Building 
and Home Ownership. 


| 
| Arrangement Defects 
| Defects such as awkward arrange- 
|ment of rooms, inefficient kitchens, lack 
of storage space, and not enough space 
|for privacy, are found to be almost uni- 
| versal and to be leading causes of irri- 
{tation and consequent dissatisfaction 
| with the home. 
| The difficulty is, states the report, 
|that “the housing situation in cities 
represents a condition into which we 
have drifted without anybody’s having 
intended the precise results we find.” 
|The need for conscious planning is 
summed up in the phrase: “Dwellings 
are not planned for the radio age any 
more than cities are planned for the 
motor age.” 

The President’s Conference, which 


spent a year in an inclusive study of 
the housing problem, culminating in a 
meeting in Washington, D. C., last 
December, formulated a complete pro- 
gram to raise the standard of American 
housing. The present volume is one of 
eleven in which that program is pre- 
sented to the public. 

This volume contains the reports of 
three of the 25 fact-finding committees 
of the conference, namely, the Commit- 
tee on Homemaking, under the chair- 
manship of the late Miss Martha Van 
Rensselaer, director of New York State 
College of Economics, Cornell Univer- 
sity; the Committee on Home Furnish- 
ing and Decoration, under the chair- 
manship of Miss Ruth Lyle Sparks, 
president, Decorators’ Club of New 
York City; and the Committee on Home 
Information Centers, under Miss Pear] 
Chase, chairman of Plans and Planting 
Branch, Community Arts Association, 
Santa Barbara, Calif. 


Analyze 3,000 Dwellings 


The Homemaking Committee’s de- 
tailed analysis of some 3,000 typical 
urban and rural dwellings scattered 
throughout the country reveals how little 
thought in house planning has been 
given to the psychological needs of the 
individual as distinct from the family. 

Only a single living room for the 
recreational activities of too many 
people; no private place to read, or rest, 
or play, or entertain personal friends; 
no chance to escape from the radio; too 
many people competing for a single 
bathroom; no convenient closets nor 
cupboards to store things; such are the 
|familiar sources of family discord out- 
|lined by the report. 

In its constructive suggestions for 
adapting housing to the mental needs 
of the occupants, the committee gives 
illustrations to prove that better plan- 


HERE IT IS-- 


Vodel 


THERMAL EXPANSION 
VALVE 


(PATENT NO. 1870090) 


in multiple as 


field. 


ling them. 


product makes 


ning of houses could do much for the 
happiness of the home without much 
additional expense. It urges upon par- 
ents the wisdom of making the child 
feel that the house is partly his—to 
plan for, work for, and use. 

“Application of principles of art to 
the planning, decoration, and furnish- 
ings of houses will contribute much to 
the fine art of living,” says the com- 
|mittee on Homemaking. The Commit- 
| tee on Home Furnishing and Decora- 
|tion defines these principles for the 
homemaker. 

In emphasizing the need for them, 
this committee says: “There are hun- 
dreds of thousands of houses in this 
country of which the exteriors repre- 
sent an expenditure far above the qual- 
ity of the furnishings within.” It urges 
that the structure and its interior fur- 
|nishings be considered as a unit in the 
first place, instead of treating furnish- 
ings as an afterthought. 

If the standards of home furnishing 
are to be raised, reports the committee, 
sound, accurate, and authentic informa- 
tion must be compiled; authentic and 
unprejudiced advice regarding home in- 
teriors must be made available to home- 
makers; and standards of merchandise 
must be bettered. 

To effect these things the committee 
has worked out a complete plan for an 
educational system, with a _ central 
school at the core for specialists, and 
subordinate agencies for carrying the 
information down to the homemaker. 
The report also contains an effective 
plan for furnishing a home efficiently. 

The Home Furnishing Committee’s 
insistence on the need for agencies 1s 
echoed by the Committee on Home In- 
formation Centers. A nation-wide sur- 
vey revealed that in spite of many 
agencies, public and private, which are 
in the field, home owners, builders, and 
| homemakers have nowhere to turn for 
authoritative and disinterested advice 
jon the problems arising in the home. 
| The committee defines the different 
}needs of urban, farm, and village com- 
| munities, and presents a plan for meet- 


™* PEERLESS 


ITH 


experience in the 


many years 
manufacture of thermal 
expansion valves behind 
it, this new PEERLESS 


available a finer. more accurate 


thermostatically controlled expansion valve. In- 
corporating the patented PEERLESS warming 
method, the thermal control always resides in 
the bulb attached to the 


suction line of the 


evaporator. There is no possibility of a frosting 
valve destroying the proper regulation of the 


thermal element. 


This valve operates equally well in low temper- 


ature applications and higher temperature work: 


well as single unit installations. 


It is the perfect thermal expansion valve—the 
result of many years experience in this particular 
It is the answer to the demand for an 


accurate thermal valve that will eliminate ex- 


pensive service costs. 


A PRECISION VALVE FOR PRECISION RESULTS! 


Code H ‘ord 


\M. THERMAVALVE 
\s THERMAVOX 
\F THERMAYVY 


List Price All Models, 


For use with 


For use with Freon 


Methy | Chloride 


For use with Sulphur Dioxide 


$13.50 


PEERLESS ICE MACHINE COMPANY 


515 WEST 35th STREET 


CHICAGO, U. S. A. 
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Des Moines Newspaper Survey Shows 


ELECTRIC REFRIGERATION NEWS, OCTOBER 12, 1932 


Market for 96,000 Refrigerators 


DES MOINES, Iowa— There are ‘today | 
in lowa 96,000 able-to-buy families living | 
in wired homes who state that electric 
refrigeration will be their next major 
household appliance purchase, accord- 
ing to a survey conducted by the Des 
Moines Register and Tribune, daily and 
Sunday newspaper. 

This survey was made by an investi- 
gator who, between July 11 and Aug. 6 
of this year, called upon 361 families 
living in wired, one-family dwellings in 
nine cities and towns in Iowa. 

The conclusion reached by this sur- 
vey is that the sale of electric refrigera- 
tion is being retarded in this rich mar- 
ket by the failure of retailers to dis- 
tinguish their prospects, call on them 
often enough, and intelligently sell them. 
according to the Register and Tribune. 


Representative Cities 

selected for the 
repre- 
both 
other 


The cities and towns 
survey were chosen because they 
sent a fair sample of urban Iowa, 
in geographical location and in 


characteristics. The state’s largest city 
and three of its very small towns are 
included. These nine cities and towns 


contain 16 per cent of the wired homes 


in the state. 


In each city and town the homes 
selected for calls “represented a fair 
cross-section of the community, and in- 
cluded the proper proportion of class 
A, B, and C homes.” (Class A~-mansions 
usually on acreage; Class B the 
middle-class dwelling; and Class C-—the 


home of the day laborer.) 

A block of homes would be taken, 
and all houses in the block called upon, 
without skipping any, until four inter- 
views had been obtained. Then the in- 
vestigator went on to the next block to 
be surveyed. 

All classes of 
taken. In class C or 
neighborhoods, the  better-kept 
of homes were surveyed. 

The procedure of the investigator was 


neighborhoods were 
working-class 
blocks 


power 


to secure an interview with some re- 
sponsible adult connected with the 
|household. His approach was: “I am 


|}making a survey of home electric ap- 
and Tribune. | 


pliances for the Register 
Will you be kind enough to tell me 
what appliances you are using in your 
home?” 

He would then list the appliances un- 


der question 1 on the questionnaire 
Next, the investigator would ask: “If 
you were to add some other electric 


appliance to your home to make it more 


pleasant or convenient, what would 
your next addition be?” No attempt 
was made to lead the person inter- 


viewed into naming any particular ap- 
pliance. This method guaranteed a fair 
answer as to what appliance the house- 
hold would buy next. 


Determine Purchasing Power 


From answers to the questionnaire it 
was determined whether or not the 
family had the purchasing power to 
buy an electric refrigerator. Sach 


questionnaire was to be filled in with 
regard to the occupation of the bread- 
winner, and whether or not he was em- 
ployed. 

The questionnaire also asked if the 
home was owned or rented; if an auto- 
mobile was owned and when purchased; 
how many times had the person been 
asked to buy an electric refrigerator 
and by whom. 

Out of the 361 homes, 283 did not have 
electric refrigeration. This is 78.4 per 
cent of the homes without refrigeration. 
The survey estimates that if you apply 
78.4 per cent to the total number of 
wired homes in Iowa, 398,191, it follows 
that there are in Iowa 312,182 wired 
homes which do not have electric re- 
frigeration. 

Of the 283 homes which did not have 
electric refrigeration, 181, or 50.1 per 
cent, of these have the purchasing 
to buy now. 
survey applies this 50.1 cent 


The per 


FINNED TUBING 
INDIVIDUAL SQUARE FINS 


With modern equip- 
ment for quantity pro; 
duction and 22 years’ 


experience in the manufacture of finned 


tubing, we are ready 


to meet the various 


requirements of the refrigeration indus- 


try for condensers or 
other fabricated forms 
of finned tubing ... . 


Send for 100N folder — it gives 


complete specifications. 


THE BUSH MFG. CO. 


CONNECTICUT. 


HARTFORD. 


THE GREAT SAHARA 4 


zs NO DRIER than, 
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SULPHUR DIOXIDE 
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joint developed by McCord for this application. A special frost proof flare-nut is used. 

The McCord flared couplers are a tube wy ‘and amare es 7 
> comeagnecsy ehemanhaamed ‘an integral et. — 
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MCCORD RADIATOR & MFG. ¢ co.= 


DETROIT MICH. 


| 300,000. 


| number 


|} tric 
| household appliance purchase. 


| six to 
iT 


| survey, 


| homes 
| frigerators 


| 1932—-a 


G. N. Benkly (left), newly appointed representative for 
erators in France, talks with C. I. 


wired homes 


to 398,191 (the number of 
in Iowa) to find out the number of 
electric refrigeration prospects’ with 


ability to buy. In order to be conserva- 


tive in this estimate, it is assumed, ac- 
cording to the survey, that there are 
roughly one-quarter of Iowa's wired 
homes far removed from the possible 


purchase of electric refrigeration 

This assumption reduces the number 
of wired homes to be considered to 
Applying 50.1 per cent to 309,- 
in round figures there are now in 
150,000 wired homes without elec- 
tric refrigeration and with the money 
to buy now, the survey states. 

Of the 181 families with the money tc 
buy, there were 116 which stated that 
an electric refrigerator would be the 
next major household applience  pur- 
chase. This was interpreted as mean- 
ing that 32.1 per cent of the wired 
homes called on state that electric re- 
frigeration will be the next household 
appliance purchased. 


Method of Finding Market 

percentage 32.1 to the 
of wired homes, 300,000 to in- 
conservative estimate, 96,000 is 
number of families in 
the state today who do not have elec- 
tric refrigeration, who have the money 
to buy it now, and who state that elec- 
refrigeration will be the next major 


000, 
Iowa 


Applying this 


sure a 
arrived at as the 


Salesmen had called on 70 per cent of 
these preferred prospects (81 out of 
116) than three times in the first 
seven months of 1932 


less 


Statistics by Towns 
are the statistics 
by town: 
city A there are 

Thirteen makes of electric re- 
are regularly on sale in 21 
different outlets employing--on July 20, 
total of 51 outside salesmen 
Four of these outlets are specialty sell- 
ing organizations with 33 outside sales 
men. The other 17 outlets are retail 
stores of various types employing a to- 
tal of 18 outside salesmen 

“Out of 100 calls in city A, 75 fami- 
did not have electric refrigeration, 
and of these 43 had the money to buy 
Thirty-five of these said electric refrig- 
eration would be the next major house- 
hold appliance purchase, while eight 
said it would not. 

“Twenty-two out of the 35 preferred 
had been called on by 
tric refrigeration salesmen less 
three times this year Four of 
ight secondary prospects had 
been neglected 


Following of the 
town 


“In 35,147 wired 


lies 


elec- 
than 
the 


prospects 


16,202 Homes in City B 


In city B—16,202 wired homes 
regularly on sale 12 makes of 
tric refrigerators in 10 different outlets 
employing on Aug. 5, 1932—-29 outside 
sales: nen. Four of these outlets are spe 
cialty selling organizations employing a 
total of 16 outside salesmen. The othe: 
six outlets are retail stores employing 
13 outside salesmen 
Out of 80 calls in city B 
not have electric geration 
39 of these had the money to buy 
these able-to-buy families said 
refrigeration would be the next 
household appliance purchase, while 25 
said it would not be. Nine of the 14 
preferred prospects had been called on 
less than three times this year by elec- 
tric refrigeration salesmen, while 13 of 
the 25 secondary prospects had similarly 
been neglected 

“In city C—5,022 wired homes—there 
are regularly on sale nine makes of 
electric refrigerators in 10 outlets 
which employ six outside salesmen. The 


there 


are elec 


65 familie 
and 
Only 


refri 


electric 


other six outlets are retail stores and 
employ no outside salesmen 

“Out of 50 calls in city C, 37 families 
did not have electric refrigeration, and 
29 of these had the money to buy. Of 
these 29, 18 said electric refrigeration 
would be the next major purchase, and 
11 said it would not 

‘Fourteen of the 18 preferred pros- 


pects had been called on less than three 
times this year, and five of the 11 sec- 
ondary prospects had been neglected in 
the same way. 

“In city D—3,443 wired 
regularly on sale seven makes of 
refrigerators in seven outlets 
employing on July 2, 1932, a total of 


homes—there 
are 


electric 


likewise | 


Gibson refrig- 
Horowitz, Gibson | ea manager. 


and one half-time 


2 full-time outside 
salesmen 

“Of 40 calls in city D, 36 families did 
not have electric refrigeration, and 26 
of these had the money to buy. Fif- 
teen of these said electric refrigeration 
would be the next purchase, and 11 said 
it would not. Twelve of the 15 preferred 
prospects had been called on less than 


three times this year by electric re- 
frigeration salesmen, and seven of the 
11 secondary prospects had also been 
neglected. 
11 Prospects in 30 Homes 
“In town E-—2,095 wired homes—there 


are regularly on sale six makes of elec- 
tric refrigerators in five outlets which 
employ a total of three full-time and 
two half-time outside salesmen. 

“Of 30 calls in town E, 17 families 
did not have electric refrigeration, and 
of these 11 had the money to buy. All 
11 said that the next major household 
appliance purchase would be an electric 
refrigerator. Four of these 11 preferred 
prospects had been called on by sales- 
men less than three times this year. 

“In town F--909 wired homes 
are four makes of electric 
tors regularly sold by two outlets. 
of them employs an outside salesman. 

“Of 25 calls in town F, 18 families do 
not have electric refrigeration, and 13 
of these have the money to buy. Eight 
of these said electric refrigeration 
would be the next major household ap- 
pliance purchase, and five said it would 
not. 


salesmen less than three 
and all of the five sec- 
had been thus neg- 


refrigerator 
times this year, 
ondary prospects 
lected 
No Outside Salesmen 

240 
refrigerators 
on sale in three outlets 
which employ no outside salesmen. 

“Of 12 calls in town G, no families 
had electric refrigeration while 
had the money to buy. Six of these said 
it would be the next major household 
purchase, while one said it would not 

“Four of the six preferred prospects | 
and the one secondary prospect had | 
been called on less than three times this 
year by electric refrigerator salesmen 

“In town H—population 118 families 


“In town G 
three makes 
ire regularly 


population 
of electric 


one make of refrigerator is on sale at 
a retail store which has no outside 
salesmen, and does not have a unit on 
the display floor 

“Of 12 calls in town H, 11 families 
did not have electric refrigeration, and 
five of these had the money to buy 
Three of these said electric refrigera 
tion will be the next major household 
ippliance purchase and two said it 
| would not Not a single one of these | 
five had been called on by electric re- | 
frigerator salesmen as many as three | 
times this year.” 


| just disclosed that a ton of sugar 


dollars 


of 
economies. 


PARSONS FORECAS'S 
MODERNIZED KITCH!N 


NEW YORK CITY—‘“The co: 
chemical revolution will produce re 
of greater importance to industry in hy 
years ahead than did the steam rey |y. 
tion which started more than a cen 
ago,” believes Floyd W. Parsons, w1 


jin his column “Everybody’s Busi 
|in Advertising & Selling for Sept. 1 


“Waste materials of every kind 
be utilized. For example, research 


be made to yield 400 lbs. of glvce 
550 Ibs. of alcohol, and 100 lbs. of m 
aldehydes. 

“New and amazing synthetic m 
rials will supplant wood and meta! 
many places. Asbestos will be trius 
formed into rugs, composition flo rs 
mail bags and fireproof clothes. 

“The din of the steel riveter in bu (d 
ing will be silenced by the flame of ix 
electric arc that will replace the rive e; 
and make the steel skeleton of iy 
future building a single welded unit 


“Automatic sun-switches serving 
astronomical clocks will turn on f 
street lights when the sun sets in 


evening and switch them off at the « 
ing of dawn. 

“The kitchen of the average home l 
be modernized in a way to effect lax: 
economies. The cook will consult ! 
hygrometer in order to determine 
percentage of humidity in the air, 
with this knowledge in hand will } 
vent the cake from falling and the eges 
from boiling softer than usual. 

“Kitchen weather will become a 
matter of wide importance. Millions of 

are now wasted each year i: 
homes where cooking is carried on 


dependent of scientific devices. 


“We will save a great deal of mor 
by cutting down our national bont 

“Revisions of obsolete building co 
will save us millions, and the wider é 
non-rust metals will effect lary 


there | 
refrigera- | 
One | 


Seven out of these eight preferred | 
prospects had been called on by electric | 


Testing Service 


for Domestic and Commercial 
Electric Refrigeration 


Testing and experimental 
laboratory service for Man- 
ufacturer, Distributor, Cen- 
tral Station. Test data ex- 
clusive property of client. 


Electrical Testing 
Laboratories 


Kno 


80th St. & East End Ave. 
NEW YORK 


ylest 


families 


Testing Laboratory 
For refrigerators 
and refrigerating equipment 


George B. Bright Co. 


Refrigerating Engineers and Architects 


2615 12th St., Detroit, Mich. 


seven | 


NAME PLATES ait xinos 


Vitreous Enameled or All Metal 


The quality of the name plate should be at least equa! to 
| thet of the refrigerator. 
for you. 


THE DJLEAKU ILD C: 


Let us design @ new name plete 


COLUMBUS, OHIO 


VIRGINIA SMELTING CG 


i jr Stare st BOSTON WEST NORFOLK, VA. 


G. L. Expansion Valve 
Model B 


GUSTAVE LIDSEEN, 


832-840 S. Central Ave. 


PROVEN?—Yes Sir! 


EFFICIENT?—Yes Sir! 
SIMPLE?—Yes Sir! 
SENSATIONALLY 
PRICED FOR THE TIMES 


Send for Sample 
You be the judge and jury 


INC. 


Chicago, Ill 


MULLINS 
ORATOR 


“Che 
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° SALEM, OHIO 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 12, 1932 


News of Companion Lines of Electric Appliances 
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PERFECTION BUILDS 
4 NEW OIL BURNERS 


CLEVELAND ~— Four oil-burning, 
wa m-air furnaces which have no mov- 
i parts are the latest products of the 
Pe fection Stove Co. of this city, manu- 
fac urer of Perfection oil cook stoves, 
Su erfex oil-burning refrigerators, Per- 
fe ion and Puritan kerosene-burning 
wa er heaters, and rotary type oil 


b 1erTs. 


special forced air-conditioning unit | 
is ivailable for attachment to the fur- | 


This unit is equipped with an air 
and a thermostatically controlled 
tric fan. 
iis fan forces the air to the top of 
furnace where it takes on its proper 
idity, and passes out through the 
m air ducts into the rooms. 


Alter 


Burners Used on Stove 


irners similar to those on the Super- 
heating stoves which were _ intro- 
ed two years ago are on the new 
suurning furnaces. A burner bowl at 
bottom of a welded steel combustion 
mber receives the oil from a storage 
tank through a constant level valve. 
» light it, a crumpled piece of news- 
er is ignited, and placed in the bowl 
uugh a lighter tube. The burning 
paper vaporizes the oil and ignites it 
the control valve then is set to ad- 
oil for the desired amount of heat 
manufacturer recommends the use 
No. 1 oil or kerosene. 


Designed for Oil 


Che furnaces are 
especially for the use of oil. 
el combustion chamber, 


designed and built 
The welded 
radiator and 


burner bowl form a complete unit, and 
casing consists of a double wall of 
eet steel 


\ unique feature is a feed-line clean- 

it element which clears the line and 

ntrol valve with a single thrust in 
case of clogging. 

For manual control the furnaces are 
equipped with a hand-operated valve, 
with a stop at the point that gives maxi 

im safe heat. For automatic control 

thermostat can be connected eithe: 

the electric light line or to a battery. 
he humidifier may be had with either 
1utomatic or thermostatic control. 


Automatic Draft Control 


Superfex automatic draft control is an 
clusive feature of the furnaces. The 
ited combustion products pass di- 
tly into the chimney when the fur- 
ice is first lighted. 
After the chimney is lighted to the 
xht temperature, it produces the cor- 
amount of draft for combustion 
1en the direct opening from the com- 
istion chamber to the chimney auto- 
itically closes, and the hot gases then 
iss through the radiator before reach- 
gx the chimney. 
The furnaces are made in both round 
id square styles, and a pipeless model 
included in the line. All models are 
ailable with either galvanized or ma- 
on enameled outer casings. 


QIL-0-MATIC SPONSORING 
1932 HARVEST CAMPAIGN 


BLOOMINGTON, Ill. Williams Oil 
Matic dealers are now in the midst of 
ir “1932 Harvest campaign” on the 
le of oil burners, the campaign having 
ened Sept. 1, the beginning of the 
ik season for oil burner 


sales 


A special advertising and direct mail 
gram was prepared for the cam- 
gn, and dealers are using a number 
promotional stunts to obtain pros 
ts for the “harvest.” 

Among these stunts is a series of 


ervice” letters, offering premiums to 
l-O-Matic users in return for pros- 
ts One of these letters offers each 
er 200 gal. of oil for names of pros- 
ts who turn out to be buyers. An 
her letter makes a bid for a testi 
nial from the owner, offering one 
e service call for a testimonial. The 
sing letter renews the free 200 gal 
fer and makes a bid for servicing the 
1-O-Matic 

Use of classified advertising to em- 
"y people for the purpose of ferreting 
it prospects is another stunt being 
ed. Offers of $10 are being made for 
ery sale made to prospects obtained 
this manner. Several variations of 
e classified advertising idea have been 
irked out by the factory sales promo- 
n office 


RYAN NEW IDEA OIL BURNER 
OFFERED TO BUILDERS 


CADILLAC, Mich—The Ryan New 
lea oil burner is being offered for heat- 
& plants, stoves, and ranges by John 
tyan of this city 
This burner consists of a cast iron 
ctangular pot in which oil is vaporized 
heat and burned with natural draft 
sets on a cast iron pedestal, and can 
operated either on a high or a low 
ime 


Charley Grimm Gets a Radio 


Presentation of Majestic radio to Manager Charlie Grimm (right) of 
the Chicago Cubs. Left to right, Ted Weems, nationally known orchestra 
leader; Colonel Gaw, Chicago’s official greeter; Roy Whipple, Majestic 
radio distributor; C. C. De Wees, Grigsby-Grunow Co.; and Grimm. 


PLAN FIRST SHIPMENTS 
OF AUTO-HOME STOKERS 


CHICAGO—First shipments of Auto 
Home stokers will be made to newly 
established distributorships and dealer- 
ships within the next 10 days, accord- 
ing to Max Geisler, advertising manager 


of the Auto-Home Stoker Corp., here 
Harry Alter, Chicago Majestic refrig- 
erator distributor, is president of the 
new organization. 


Representatives of the Alter firm are 
now traveling in several sections of the 
country, securing distributors and deal- 
ers for the new stoker. Five men have 
been employed by Alter for this work 

It is likely, says Geisler, that several 
men will be employed, when retail oper- 
ations are under way, to aid dealers in 
closing sales. One staff will be used to 
assist Chicago dealers in selling 

While some Majetisec' refrigerator 
dealers in Chicago will probably be se- 
cured as dealers for the Auto-Home 
stoker, efforts will be made to secure 
coal, coke, furnace, and plumbing equip- 
ment firms as stoker dealers, according 
to Geisler. 

All selling from the Alter display 
rooms and office quarters on Michigan 
Ave. will be on a wholesale basis, as is 
the case in the organization’s refriger- 
ator business, says the advertising man- 
ager. 


OFFERS SPECIAL DISCOUNT TO 
DEALERS WHO USE RANGE 


PHILADELPHIA Trilling & Mon- 
tague, Philadelphia distributor for the 
Norge refrigerator and Electrochef 
range, is offering a range at special dis- 
count for dealers who will install the 
range and use it in their own homes 
D. C. Beverly, head of the range divi 
sion of Trilling & Montague, feels that 
if the dealers can be induced to install 
and them in their own 
they will become enthusiastic 
the sale of electric ranges and 
better prepared to train thei! 
sales organization in range selling 
methods 


ranges use 
homes, 
about 


will be 


ritory for its new 
| Qistricts 
Waterbury. 


The new dealers 


Putman County, 
a 
plumbing, heating, 
Jr., in 
livision. 
Sumner L. 
ngineer who 
Mass., 
entering 
n 1930. 


Wilson 


the 
Stamford, Conn., 
fired boiler. 
A. Cunningham 


concern. The 


Amos D. 
ville, Conn., 


Toridheet Publishes  *) 
Sales Manual 


CLEVELAND 


ing Toridheet,” 


furnaces in 


have been opened 


by J. D. O’Brien, general sales manager 
for the Toridheet oil burner, has re 
cently been published by the Cleveland 


which manufac 


burner 


Steel Products Corp., 
tures the Toridheet oil 

Mr. O’Brien, who has been in the oil 
burner business for a number of years, 
has written the portfolio from the deal 


CHICAGO. ~ Pierre 


Appliance Co., 


er’'s point of view. He 

subject in detail, special sections being 

levoted to display room arrangement, | association held at 
window settings, store demonstrations, | Country Club, Rye, N. Y 
prospect qualifications, home surveys, At this meeting 


and the “Mail and Call” plan of sales- 
man direction. 


NEW ZEALAND OPERATOR 


effort of the 
resulted in a 


New 


head 
Stamford 
recently incorporated. 
Bridge's Sons, 
has been appointed exclu- 
sive dealer for the new General Electric | Co., 
Springfield, 
territory including Tampden county and 
part of Hampshire county. 
in 


of the electric range 
has covered the | tional Electrical Manufacturers Associa 
tion at the recent annual meeting of the 
Westchester 


Electric 
marked 


Dealers 


| SCHENECTADY, N. Y.—General 
| Electric Co. announces the appointment 
| of three dealers in the Connecticut ter- 
home 
1ir-conditioning equipment, covering the 
of Hartford, 


are 


and 
sprinkler contractors, with 
charge of the 


Hartford, 
operated 


Smith-Cunningham, Inc., New Haven 
Tonn., and the Automatic Appliance Co. 
appointed 
dealers for the new General Electric oil 
Stewart Smith and Edmond 
Haven 


have 


cates portfotio writen | MILES NAMED CHAIRMAN 
OF NEMA RANGE SECTION 


L 


manager of the Edison General Electric 
was appointed chairman 
section 


the 


the 


Bridgeport, 


Kelley 
Sales Co., Bridgeport, headed by Lawr- 
ence C. Kelley, formerly Silent Glow dis- 
tributor for Fairfield County, Conn., and 
York 

Daly & Sons, Inc., Waterbury, 
automatic 
Daly 
General Electric 
heating 
Springfield, 
and Thompsonville, Conn., before 
Hartford 


oil field 


the 


Hazard- 


Showrooms 
Springfield 


range 
manufacturers, representing 98 per cent 
of the industry, reported the coordinated 
Cookery 
increase 


Council 


G. E. Appoints 3 |ARCO-PETRO HEATING 


Air Conditioner 


UNIT PUT ON MARKET 


DETROIT—A 
known as the Arco-Petro, a 
automatic home-heating unit, 
and burner combined, is being put 


new product to 


and 
Co., and the Petroleum 


Co. through a working arrangement 
tween the two companies 
without merging their interests 


and 


rate identities, they will cooperate 
the joint production. 
The new unit provides not 


heat but 
oil or gas. 


5-Year Service Guarantee 


recently announced a 5-year 


Che guarantee protects the owner 
> vears on all service, parts, 
provided the owner 
brand and grade of oil specified in 
contract. 

Officials of the Petroleum 
Power Corp. state that three 
have made this possible: (1) 


‘osts, uses 


Heat 


was 
all of 
First 


house; 


the dealer’s paper handled 
Ban Credit, a New York 
(2) backing of the Standard 
is specified in 


; whose oil 
the | tract; 
mating for 
tallations in 


installations, to avoid 


poor 


also the household supply 
hot water the year round, using either 


the c 
(3) strict supervision of all esti- 


be 


complete 
of boiler 


on 


the market by the American Radiator 
Heat & Power 


be- 


whereby, 
and 
without any modification of their corpo- 


in 


merely 


of 


The Petroleum Heat & Power Co. has 
service 
yuarantee on its oil burning equipment. 


for 


and labor 


the 
the 


& 


factors 
strength- 
ening of the dealer’s position by having 


by 


finance 


Oil 
on- 


In 


boilers, overloading 


ind other inherent factors in a heating 


system that would 
ation of the oil burner 

The 5-year guarantee will 
both the oil burner equipment 
boiler in installations of the 
Arco-Petro home-heating unit 


apply 
and 


likewise be outlets 
Na-}| ing, now being prepared, will tell in 


years of use 

Petroleum 

| ford, Conn., 
lowing new 

Electric Co., 

Motor Sales, 

the | Electric Co., 


Heat & Power Co., 
recently 
dealers: Hintgen 
Mich.; 
Wis.; 


Ironwood, 
New London, 


prevent proper ope! 


to 


the 
complete 


Both Petrol and Nokol dealers will 
sales | handle the Arco-Petro unit. American 
Radiator Co. heating contractors will 


Newspaper advertis- 


de- 


tail the story of the development of the 
new unit, and its testing through three 


Stam- 
appointed the fol- 
Karsten 
Fergus Falls, Minn.; Point 
Pribnow 
Meier 


sale of electric ranges the | Electric & Machine Co., Indianapolis; 
LOGS 291 STATIONS middle of September Ernest W. Brooks, Concord, N. H. 

The range manufacturers expressed Keith Furniture Co., Manchester, 

AUCKLAND, New Zealand By themselves at being heartened the |Conn.; Hollis H. Lyman, Willimantic, 
logging a total of 291 verified stations | fact that in some localities, such as that |Conn.; Charles E. Glebe, Rankin, Tex.; 
on a Majestic radio receiver, Frank |of Portland, Ore., where of |Hediund Coal Co., Worcester, Mass.; 
Barnett of Dunedin, New Zealand, won the people do their cooking elec- | Hill Brothers Co., Waco, Tex.; Walter 
the annual DX radio competition here. | tricity, electric ranges demon-|G. Ott, Belvidere, N. J.; and Blau’s 


997 


Winning total in 1931 was 227 stations 


strated that they can be sold in quantity 


Electric Shop, Middletown, Conn. 


| 


150 ESTATE DEALERS COME TO! 


PHILADELPHIA MEETING 


More than 15 
dealers of this city 
meeting 


PHILADELPHIA 
Estate electric range 
and vicinity attended the 


sales 


held here recently of the Rumsey Elec- 
tric Co. conducted by the Estate Stove 
Co., manufacturer of the Heatrola and 
Estate electric ranges, of Hamilton, 
Ohio 

This meeting was held in the Elec- 
tric Association Club rooms a fortnight 
ago, starting about 7:30 in the evening 
and continuing until about 11. George 


manager of the electric 


in charge 


sales 


E. Dunn 
division of the company 


WALKER & PRATT ADDS 3 
MODELS TO DELUXE LINE 


BOSTON Three new have 
been added to the deluxe line of ranges 


was 


models 


manufactured by the Walker & Pratt 
Mfg. Co. of this city 

Features of the new deluxe model 
include an illuminated oven, warming 
compartment platform lamp triple 
automatic time control and Telechron 
electric clock 


The models were designed and styled 
by a well-known furniture designer and 
are done in the modernistic style. They 
are furnished in a choice of three color 


‘combinations 


ALREADY PROVEN 


for product cooling by leading refrigeration distributors 


Dees 


The ‘“Humidi-Cooler”’ cools and 


conditions the air. Note chart at 


lower right. 


Compare 
these two 
charts 


Carefully 


\ The chart at 
\ the left indi- 
)=| cates the rela- 
| tive humidity 
/ and the varia- 
tions that ex- 
ist as a result 
of natural 
conditions. 


N 


Write for full particulars on the “Humidi-Cooler”’ 


WEST HAVEN : : 


2\t 
Mey aad ‘\ 


Abide 


Patents Pending 


The chart below indicates the temperature in a walk- 
in refrigerator, and the relative humidity provided by 
the “Humidi-Cooler” in a typical market installation. 
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and our dealer proposition with new lower prices 


THE SAWYER ENGINEERING COMPANY 


: CONNECTICUT 
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1933 KING KOLD LINE 
INCLUDES SIX MODELS 


CHICAGO—E. E. Glatt is no longer 
sales manager for the King Kold re- 
frigerator, according to Harry Molner, 
general manager of the Illinois Mould- 
ing Co., manufacturer of the King Kold 
line. 

Six 1933 models of the King Kold line 
will be brought out in January, 1933, Mr. 
Molner states. The King Kold line will 
be sold only in Chicago. 

The new models will retail at $99.50 
and up, and will be distributed through 
department and furniture stores. 

According to Mr. Molner, sale of King 
Kold refrigerators at $55 plus tax on a 


direct-from-factory-to-user plan resulted | 


in the sale of $300,000 worth of mer- 
chandise. 

No guarantee was made on refrigera- 
tors offered at this price, and the pur- 
chaser had to come to the factory and 
haul away his refrigerator. 


MICHIGAN WINNER NAMED 
IN NORGE PUZZLE CONTEST 


DETROIT 
Royal Oak has been announced as 


winner of the $500 prize for Michigan 
entries in the Norge $25,000 cross-word 
puzzle and essay contest which closed 
Aug. 27, according to H. O. Ferguson, 
secretary of Republic Supply Corp. here, 
Michigan Norge distributor. 

With a part of his prize money, 
Walker immediately purchased a model 
DP Norge refrigerator, according to 
Ferguson. More than 11,000 persons in 
the Michigan territory entered the con- 
test. 

A $500 prize was awarded in 
Norge distributor’s territory. 


each 


Correction in Gibson 


. . 
Specifications 
The ice melting capacities of Gib- 
son electric refrigerators were under- 


stated in the specifications published in 
May 18 and June 29 issues of ELectric 
REFRIGERATION News. The errors occurred 
because the capacities were not figured 
on the basis of A.S.R.E. standards, C. 
H. Smith, assistant chief engineer, ex- 
plains. 

Gibson models SG-35 and SG-47 pro- 
duce 108 lbs. of ice melting effect per 
24 hours, A.S.R.E. rating, he _ states. 
Model SG-63 should be rated at 114 Ibs., 
while SG-82 and SG-825 are correctly 
rated at 122 lbs. 

All five models of the Trukold refrig- 
erator sold by Montgomery Ward Co 


are correctly rated at 108 lbs. ice melt- | 


ing capacity per 24 hours, he points out. 


GROCERIES GIVEN TO BUYERS 
OF KELVINATORS 


ROANOKE, Va.—Twenty-five dollars’ 
worth of groceries from the Mick-or- 
Mack stores, local food chain, was of- 
fered to all purchasers of a Kelvinator 
during a recent sale, sponsored by Thur- 
man & Boone Co., Kelvinator distribu- 
tor here 


| By Elston D. Herron 


| DETROIT—One crisp morning not 


jlong ago, a special train left Detroit's 


Union station, and sped toward Muske- 


| gon, Mich. 

Aboard the train were 100 electric re- 
frigerator salesmen—winners in Norge 
|Corp.’s summer sales campaign. They 
| were neither noisy nor playful. They 
| sat in groups of four or five, and started 
| talking shop—-what makes for success- 
| ful salesmanship. 

Good-natured arguments were numer- 
|}ous and far from lukewarm. What one 
| salesman believed to be the only proper 
| way to sell household electric refrigera- 
| tors, others scoffed at as being imprac- 
|ticable and ridiculous. Not one man 
could find others to agree that his 
methods were correct. 

| Stories on “How I Sell” flew thick 
| and fast. Here are some of them: 


‘Don’t Be a Pest’ 


Co., Norge dealership in 
| Schenectady, N. Y., has as his sales 
; creed, “Don’t be a pest.” 

| McDermott believes that the way to 
sell refrigerators is first to become the 
good friend of a prospect, and then let 
friendship sell the refrigerator. He 
|says, “I never run a prospect to death. 
|I do anything to win his friendship, 
|}and just remind him occasionally that 
| I sell electric refrigerators. Finally, 
when he gets ready to buy one, he'll 
buy from me.” 

Salesman McDermott, who was once 
an orchestra leader, then a piano sales- 
man, and finally became a Norge sales- 
man, has little faith in cold canvassing, 
but believes that obtaining prospects’ 
names from Norge users is the best way 
of finding prospects. He studies each 
prospect, his likes and dislikes 
hobbies, before approaching him on the 
subject of electric refrigeration. 

While he sells many refrigerators by 
using straight salesmanship, he declares 
| that the number of units he sells 
through friendship far surpasses the 
number sold by the former method. 


| 


Follows Opposite Motto 

Opposing McDermott’s view on how a 
salesman should work was H. L. Lientz 
of the Wilson Storage Battery Co., 
|Perry, Iowa. This man’s creed might 
be stated, “Be a pest.” 

He uses the cold canvass method al- 
most exclusively in securing prospects. 
He always goes to the back door of 
each home, and, having once contacted 
a prospect, he goes back every morning 
to talk Norge refrigeration until he 
either makes a sale or concludes that 
the housewife cannot be 
electric refrigeration for a long time. 


| convenience, economy and beauty of an 
lelectric refrigerator. With the man of 
|}the house he discusses mechanical de- 
{tails and economy. 

“T try to close my sales at night,” 
Lientz says, “when I can get the hus- 
band and wife together. And I always 
|try to arrange that they shall sit side 
lby side, facing me as I talk. In such 


“THEY KEEP 


A-RUNNING"” 


For nearly 18 vears Century Rep 


entury Type Rs 
Repulsion Start Induction Single 
Motor—Cushion Mounted 


TIME TELLS 
THIS STORY 


ulsion Start Induction Fractional 


Horsepower Motors have been giving daily proof of thoroughly 


satisfactory performance in the ¢ 
ators and other automatically con 


fully de 


beginnin 


ability has also) been 


Industry. ever since its 
the test of time —in all climates 
motor 


Motor 


positive year-after-year 


investigate Century 


satisfaction pay «! 


MOTORS 


advantages 


»yperation of Household Refriger- 
trolled equipment ... This same 
monstrated in the Oil Burner 
g... Facets like these—told by 
indicate that anyone interested in 


should 


Remember 


satisfaction thoroughly 


customer 


CENTURY ELECTRIC CO. 
1806 Pine St. St. Louis, Mo. 


Offices and Stock Points in 


FOR MORE THAN 28 


YEARS AT ST. LOUIS 


interested in| 
ar |}and will listen willingly to my sales talk. | 


To the housewife he talks only of the | 


| French lies in 


| him,” says Courville. 


|latter accompanies the salesman to the | 


| abled 
and | 
| tually makes the sales, he gives the full 


} 
| 
| 


| school 
| basic 


sale.” 

Salesman Lientz is convinced that it 
doesn’t pay to misrepresent anything 
about the product he has to sell. He 
says, “If I told one prospect a lie, I 
should have to tell other prospects the 
same thing. And no one can tell a lie 


the same way twice. I always tell the 
truth, and I never get confused in my 
sales talk.” 


Commonplace Sales Tactics 


Nate Feldman, Norge salesman and 
manager of a United Music Co. store in 
Fall River, Mass., has found that the 
most commonplace sales tactics are in- 
effective in his city. More than one 
half of Fall River’s population is com- 
prised of foreigners—there being 40,000 
French and 30,000 Portuguese people in 
the city. 

Feldman’s experience has shown him 
that American salesmen are usually un- 
successful in selling electric refrigera- 


tors to French and Portuguese pros- 
pects, but that salesmen of these na- 
tionalities are not adept at making a 
convincing sales presentation. 
Consequently, he employs one French 
and one Portuguese salesman to con- 
tact persons of their own respective 
descents, and merely win their friend- 
ship. When one of the two salesmen 
has developed a suitable intimacy with 


a prospect, he notifies Feldman. The 


prospect’s home, and endeavors to close 
the sale, after being introduced by his 
henchman. This plan, he says, has en- 
him to make sales that would 
otherwise be impossible to make. 
Despite the fact that he himself ac 


commission to the “contact men,” as he 
receives due credit for all sales by the 
company which employs him as store 


much of his time as a retail salesman, 
says that the secret of his good sales 
record is his wife. 

Mr. and Mrs. Akers work together on 
almost every Norge prospect in the com- 
munity, and Mr. Akers is positive that 
this line of attack has netted many 
more sales than he himself could have 
made. 

When Akers finds a prospect, he at- 
tempts to get permission to install a 
Norge in that prospect’s home for sev- 
eral days’ free demonstration. When 
permission is given, the Norge is _ in- 
stalled, explained to the housewife, and 
left for three or four days. 


Wife Is Home Economist 

At the end of this time, Mrs. Akers, 
who holds a master’s degree in home 
economics from Texas State College for 
Women, calls at the prospect’s home 
and gives her an hour or so of “chatty 
instruction in cold cookery.” 

When the housewife has had ample 
time to try some of the recipes and 
suggestions which Mrs. Akers has sup- 
plied, Mr. Akers contacts the prospect’s 
husband, and discusses the Norge’s me- 
chanical and economy features with 
him. 

Then Akers calls at the 
home, usually at night, and attempts 
to close the sale. He says that the 
private cooking instruction is often the 
|deciding factor, since the housewife 


prospect’s 


|ing school, and consequently has more 
| success with her Norge than if she had 
| learned of its uses from a home eco- 
inomist addressing her remarks to 
| scores of women. 

Akers keeps from eight to 12 refriger- 
|ators installed in prospects’ homes at 
| all times, and will leave a unit in a 
| home as long as 30 days, if he believes 


ee aia | the extended trial period will be effec- 


Enthusiasm in Product 


Feldman and one other 


, 
American 


| tive in making a sale. 
Not only are these private, informal 
little cold cookery sessions more effec- 


salesman do all selling among Ameri- | tive than large schools because of the 


cans in the city. 

The salesman-store manager, who was | 
graduated from Boston University law | 
in 1927, believes there are two 
rules which all salesmen should | 
Don’t be afraid to work over-| 
time at selling. Don’t try to sell un-| 
less you are enthusiastic about your 
product. 

“Enthusiasm is contagious, and when | 
I am enthusiastic about Norge refriger- | 
ation, my prospect becomes enthusiastic, 


follow: 


And a genuine interest in what I have | 
tc say and sell allows me to make a | 
presentation that often closes a deal | 
quickly,’ he says. 

In opening a sales talk, Feldman uses | 
his cutaway rollator to arouse the atl 
pect’s natural curiosity about things | 
mechanical, and after explaining its | 
principles of operation, gradually brings 
his presentation into other channels of 
appeal, such as convenience and eco- 
nomy. 


Using the User 


a prospect absorbs some of 
the salesman’s enthusiasm, and then | 
becomes curious about something the | 
salesman has to offer, much of his sales | 
resistance vanishes, and it becomes 
relatively easy to make a sale,” Feldman 

This Norgeman has much more faith 
in “using the user” as a means of find- 
ing live prospects than in the house-to- 
house canvass method, but frequently 
employs the latter plan when prospect 
lists dwindle. 


“When 


Sells Among French 


Another salesman whose activities are 


carried on almost altogether among 
people of foreign lineage is Sidney 
Courville of the Teer Furniture Co., | 


Eunice, La Courville himself is a 
Frenchman, and sells Norges in Eunice 
and within a 60-mile radius of the little 
city—in which area more than 97 per 
cent of the population is made up of 
French people 

Monsieur Courville says 
secret for making sales 
“being a good mixer. 
These people will buy only from some- 
one they trust, and they trust only | 
those who will chat with them, drink | 
with them, and mingle with them. 

“After I have won the friendship of | 
my prospects, there is almost no diffi- | 
culty in making a sale. Rarely must I 
explain in detail the mechanical fea- | 
tures of the Norge to ‘sell’ a prospect. I 
merely tell him that electric refrigera- 
tion will save him money, lessen his 
wife’s work and protect his children’s 
health, and he will buy a refrigerator, 
because he knows I am his friend, and 
would not misrepresent anything to 


that the 
among the 


” 


This salesman, who is his own service 
man, makes most of his sales talks in 
French, and usually concentrates his ef- 
forts on the man of the house, as the 
wife in a French family has very little 


| prospects 


personal element, but they are also 
much less expensive than large schools, 
says Akers, who gets practically all his 
prospects from Norge users. 


See, Hear, and Feel 

Dale J. McGinnis, proprietor of a 
Norge dealership in Chicago, believes 
that the best way to sell electric re- 
frigerators is to make the prospect not 
only see the refrigerator, hear about it, 
but also feel it. 

“When a man or woman can actually 
handle a piece of merchandise, his or 
her sale resistance becomes almost 
negligible as compared with what it 
might be otherwise,” he says. 

McGinnis employs 10 salesmen for 
outside selling, but handles most of the 
sales from the floor himself. To attract 
into the store, he uses win- 
dow displays which he changes fre- 


This Famous Seal 


Guarantees 


Every inch of every coil that has th 
to exact specifications—A.S.T.M. ( 


formity under automatic electric controls 


there can be no question 


process 
seal. Plain or Tin Plate 


the “W” 


Shipment from large stock. 


1491 Central Ave. 


Export Dept.—H. M. Robins Company, Detroit 


Sales offices in 26 cities. Eastern Sale 
Stock available at Los 


learns far more from the personalized | 
lesson than she could from a large cook- | 


WOLVERINE 


Seamless Copp 
Dehydrated Tubing 


—- 
+ ~ . . be ° 

Varied Opinions Given’ By Leading Norge Salesmen 

_ 
a position they can’t easily nod or wink | to say about how money shall be spent, | quently, newspaper advertising 
at each other, and distract each other’s | according to Courville. direct-mail literature inviting prosp 
attention from my sales presentation. L. E. Akers, manager of the refriger-| tc the sales room. 
They have to listen to me, and I am/ation department of the G. W. Martin, “When a woman comes _ into 1 
able to make points that often close the | Lumber Co., Denton, Tex., who spends |store, I begin immediately to dis 


Norge features that are of special yp 
terest to a woman,” this man sg \s 
“And every time I mention a new - 
ture of the refrigerator, I make he 
woman feel the part I am discussin | 
make her feel the rounded corners of 
the food chamber. I make her m. 
the cold control. I make her take . yt 
the shelves.” 

Unless she demands it, McGinnis s: ys 
almost nothing about mechanical f a- 
tures of the refrigerator. Instead, ¢ 
endeavors to make his floor demonst:a- 
tion so forceful that the woman y |] 
bring her husband back for a seco id 
demonstration. Then McGinnis explains 
the rollator to the husband, and u:°s 
the same “feel” tactics here as he his 
in pointing out the unit’s convenien ‘¢ 
features to the woman. 

This method, used in conjunction wi h 
a thorough knowledge of the refrige 
tor’s parts, constitutes the most succs 
ful selling scheme McGinnis has ever J 
found, according to him. 

McGinnis believes that it is a mistake 
for any dealer to handle more than one 
make of electric refrigerator. “When 
more than one line is carried,” he sa 
“salesmen must divide their enthusiasm 
and attention among two or mor 
makes, with the result that their sales 
talk upon any one of the units lac} 
the qualities of conviction and enthusi- 
asm which are all-important in ‘sellir 
a prospect.” 


eH 


Prospects in Oil Fields 

| Selling electric refrigerators to 
field laborers is the job of C. M. Pink 
| ton of the Benberg Music Co., Eldorad 
|} Ark. His greatest difficulty lies in cor 
batting the laborers’ belief that low 
priced units are as good as more ex 
|; pensive ones. 

| Consequently, he talks price and 

economy of operation to most of h 
prospects, and endeavors to sell only th: 
smallest and most inexpensive Norge 
|refrigerators manufactured. 

“In their efforts to pay as little as 
possible for a refrigerator, these labor- 
ing people forget all about the size they 
should have for their families,” Pinks- 
ton says. “They’re satisfied just in hav- Br 
ing an electric refrigerator; require- 
|ments are forgotten.” — 

As a result, this salesman sells th: 
lowest-priced units made by Norge A 
|Corp., installs them in his custome: 
homes, and then waits a week or tw 
| before going back to see the buyers. 

From all appearances, he calls mere} 
|to see how the unit is operating, but 
before his call is ended, he mention 
|that the family should have purchass 
la larger refrigerator. Since the time 
bought the small unit, the family has, i 
| most cases, discovered this fact by it 
self, Pinkston says, and it is usually n« 
difficult to take the small unit out, an 
jinstall a larger and more expensive on 
lin its place. 
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iis trade mark seal is quality. Drawn 
B68-30T )—annealed to perfect uni- 
dehydrated by special 100% 
Depend on 


Quick 


about your satisfaction. 
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Detroit, Mich. 


s Office, 420 Lexington Ave.. New York 
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BUYER’S GUIDE 


Manufacturers Specializing in Service 
to the Refrigeration Industry 


SPECIAL ADVERTISING RATE (this column only)—$12.00 per space. 
Payment is required monthly in advance to obtain this special low rate. 
Minimum Contract for this column—13 insertions in consecutive issues. 
All advertisements set in uniform style of type with standard border. 
Halftone engravings of 100-line screen, either outline or square finish. 
No reverse cuts or heavy black effects. No charge for composition. 


Pressure Type 


Direct Expansion 
Sizes 5 Gal. to 100 Gal. 


For use with F12, Sulphur Dioxide, Methyl 
Chloride, and Ammonia 


H. C. PARKER, LTD. 


2627 Santa Fe Avenue (Factory), Los Angeles, California 
392 Clifton Ave., Newark, N. J. 
510 Larkin St., San Francisco, Calif. 
734 M. & M. Bidg., Houston, Texas 
237 Roosevelt Bldg., St. Louis, Mo. 
37 W. Van Buren St., Chicago, Ill. 


ROSKIST WATER COOLERS 


Completely assembled and individu- 
ally bagged. Ready for shipment in 
your refrigerator. Write for com- 
plete list of standard sizes and prices. 


Twenty-Six Years of 
Knowing How are 

. Behind Brunner 

Refrigerator Equipment 


this 
thru 


You are invited to utilize 
experience available to you 


“ =i) Brunner Engineering Dept. 


High Sides and Compressors 


Brunner Manufacturing Co. Refrigeration Division Utica, N.Y. 


RUNNER 


A NEW FIN COIL 
by PEERLESS 


Wedge-locked and edge-locked aluminum fins on 
tinned copper tubing for methyl chloride, sulphur 
dioxide, F-12, ete..—aluminum tubing for ammonia. 
Absolute Metal to Metal Contact. 

A Superior Coil in which Soldered Return Bends have 
been eliminated. 

Priced to meet 1932 conditions. 

Write—Wire for Catalog. 


PEERLESS ICE MACHINE CO., 515 W. 35th St., Chicago, III. 


— 


We will make it for you! 


We are perfectly equipped for quantity produc- 

tion of light or heavy mechanical parts or units. 
manufacture and rapid delivery. 

Unusually moderate charges. 


Precision 


Indian Motocycle Co. 
Springfield, Massachusetts 


ALUMINUM ICE TRAYS AND 
GRIDS 
Stock Sizes .. Deep and Shallow 
In New ANODIC Finish 
Resist Discoloration 
Retain Sheen Indefinitely 


Can also make to your specifications special 
sizes of trays and grids, tray covers and shelves 
or any other special stampings. 


Write us about your requirements 


ALUMINUM GOODS MFG., CO. MANITOWOC, WIs. 


YOUR ADVERTISEMENT 


in this Buyer’s Guide Column will be seen by distributors, dealers 


refrigerator manufacturers throughout the entire world. 


SPECIAL LOW RATES 


make it easy to keep industry buyers constantly informed of your 
products and service. 


and 


Electric Refrigeration News 
550 Maccabees Bldg. Detroit, Mich. 


| panies supplying replacement parts. See 


| available. 


| list 


REQUESTS FOR 
INFORMATION 


Please refer to the 1932 Refrigeration 
Directory and Market Data Book for 
a complete list of all manufacturers of 
refrigeration equipment, parts, mate- 
rials, supplies, and accessories; also for 
all available statistical data on sales 
of refrigeration equipment, distribution 
methods, etc. 

To obtain a copy of this book send 
$2.00 to Business News Pub. Co., 550 
Maccabees Bldg., Detroit, Mich. 

Advertisers will be given preference 
in published answers to requests for 
buyer’s guide service, but a complete 
list of all known suppliers will be 
mailed if stamped, self-addressed en- 
velope is enclosed with inquiry. 

Readers who can be of assistance 
in furnishing correct answers to in- 
quiries, or who can supply additional 
information, are invited to address 
| Electric Refrigeration News, mention- 
| ing query number. 


Paper Insulation 
Query No. 960 (New York firm) 
“Please advise us what firms make a 
specialty of supplying paper insulation 
for refrigeration.” 
Answer—Hinde & Dauch Co., 
dusky, Ohio 


San- 


Refrigeration Books 

Query No. 961 (Spanish distributor) 
“Kindly send us a list of books pub- 
lished in North America on electric re- 
frigeration, air conditioning, and indus- 
trial refrigeration.” 

Answer—Listed below are several 
books, with publishers’ names, that 
treat household refrigeration as well as 
commercial and industrial refrigeration, 
cold storage, and air conditioning: 

“Refrigeration” by Moyer & Fittz; 
“Principles of Mechanical Refrigera- 
tion” by H. J. Macintire; “Powers Prac- 
tical Refrigeration” by L. H. Morrison; 
and “Elementary Mechanical Refriger- 
ation” by F. E. Matthews; all published 
by McGraw-Hill Book Co., 330 W. 42nd 
St., New York City. 

“Household Refrigeration” 
Hull; 


by H. B. 
“Principles of Refrigeration” by 
John Levey; “Practical Refrigeration 
Engineers Pocket Book” 
Starr; and “The Absorption Refriger- 
ating Machine” by Gardner T. Voor- 
hees; all published by Nickerson & Col- 
lins, 435 N. Waller St., Chicago. 


Italian Compressor 

Query No 962 (Ohio Engineering firm) 

“In the Sept. 21 issue of your maga- 
zine you covered a ‘New Italian Com- 
pressor’. We will appreciate advice as 
to where we can obtain complete de- 
scriptive information of this machine. 
Who controls American interests in this 
compressor?” 


Answer—Address your inquiry to V. 


Replacement Parts and Service Men 

Query No. 963 (Service company, New 
Orleans)——“We are in the market for re- 
placement parts for all standard makes 
|of machines, and ask that you send us 
|a list of parts suppliers. We are also 
|in need of four experienced service men; 
lif you know of any available in this 
|part of the country, we will appreciate | 
hevine their names.” 


| Answer—Please refer to page 341 of | 
ithe 1932 RerriceRATION Directory and 
| MarRKET Data Boox for a list of com- | 


“Condenser Column” for service men 


Air Conditioner Manufacturers 
Query No. 964 (Ohio public utility) 


“Mr. B. C. Davison of the Westinghouse 
Electric & Mfg. Co. informs me that | 
you have in your files a complete list 


of manufacturers who are now offering 
air-conditioning equipment. I would like 


to write to the various companies for 
particulars of their equipment 

“We are interested particularly in 
that equipment which is used for do- 
mestic installation, and can be handled 
successfully by appliance outlets. None 
of our stores would have the engineer- 
ing facilities available to handle com- 
mercial equipment.” 

Answer—Aug. 10 issue, ELectric Re- 


News, contained a directory 
of air conditioner manufacturers. This 
is being amplified for inclusion in 
to the 1932 REFRIGERATION 
MarRKeET Data Book to 


FRIGERATION 


a supplement 
Directory and 
appear soon 


Used Refrigeration Equipment 
Query No. 965 (Ohio firm)-——‘Will you 
kindly give me the addresses of some | 
reliable firms that deal in good used | 
refrigerating units from % to 1 hp., and 


which are suitable for use with cold 
storage boxes.” 
Answer—Companies which make a 


regular business of dealing in used re- 
frigerating machines are invited to ad- 


vise the editor. 
| 


ANSWERS TO BACK QUERIES _ 


Valley Refrigerator 

Query No. 959 (Service man, Illinois) 

“Could you tell me where to obtain 
any information about the Valley elec- 
tric refrigerator? I am interested in 
receiving a service manual, and parts 
and price catalog.” 

Answer—The Valley machine was de- 
veloped several years ago in Dayton by 
F. C. Geiler (now chief engineer of 
Trupar Mfg. Co.) and Carl Geiger (now 


by John E.| 


Annoni, 333 Sixth Ave., New York City. | 


| eceuaiine a service company at 128 
| Marathon Ave., Dayton). 
The machine was subsequently pur- 
| chased by the Stutz automobile interests, 
| moved to Indianapolis, and marketed 
|}under the trade-name Iceola. Later it 
|was sold at a receiver’s sale to Frigid- 
| aire Corp., Dayton, which now owns the 
| patents, but does no manufacturing on 
| the original Valley design. 

Service and parts information may be 
obtained from Frigidaire Corp. or Carl 
Geiger. 


GENERAL ELECTRIC SIGN 
CLOSES DIFFICULT SALE 


ST. PETERSBURG, Fla.—The sign 
lused by G. E. refrigerator dealers and 
| distributors which reads, “General Elec- 
| tric Refrigerators at a Cost of Less than 
20 Cents a Day,” was responsible for 
|closing a sale with one of the most dif- 
ficult prospects on the list of Webb & 
| Morgan, Inc., G. E. dealer here, accord- 
}ing to John Morgan. 

For the past year or more, according 
| to Morgan, a merchant across the 
|street from the salesroom had been in- 
|terested in the purchase of an electric 
refrigerator. He had been contacted 
several times but in each instance the 
salesman was unable to close the sale. 
| The day Webb & Morgan, Inc., hung 
|} up the “Less than 20 Cents a Day” sign, 
|the merchant came into the display 
room, for the first time, to inquire 
|‘‘What is the catch?” 

Salesman H. Groves explained the 
story to the merchant, and he ordered a 
“monitor top,” making a_ substantial 
cash deposit. 


67 FRIGIDAIRES SOLD AT 
| 


SAN ANTONIO SHOW 


SAN ANTONIO, Tex.—Of 125 electric 
| refrigerators sold during an electric re- 
| frigeration show, here, sponsered by the 
|San Antonio Public Service Co., 67 were 
| Frigidaires, according to J. R. Straus 
of Straus-Frank Co., Frigidaire distribu- 
tor of this city. 
| Two Frigidaire salesmen sold seven 
|refrigerators each, and five sold five 
units each. One new salesman who} 
started three days before the show | 
closed, sold a job a day. 


.| worked 


THE CONDENSER 


PAYMENT IN ADVANCE is required 
for advertising in this column. The 
following rates apply: 

POSITIONS WANTED—Fifty words 
or less, one insertion $2.00, additional 
words four cents each. Three inser- 
tions $5.00, additional words ten cents 
each. ALL. OTHER CLASSIFICATIONS 
—Fifty words or less, one insertion 
$3.00, additional words six cents each. 
Three insertions $8.00, additional words 
sixteen cents each. 

REPLIES to advertisements with box 
numbers should be addressed to the 
box number in care of Electric Refrig- 
eration News, 550 Maccabees Building, 
Detroit, Mich. 


POSITIONS WANTED 


| MECHANICAL ENGINEER. 17 years’ ex- 
| perience in tools and production. 10 years 
on refrigeration. During past four years 
have designed and developed two success- 
| ful machines. Wish to make connection with 
progressive manufacturer who is either in 
production or who would consider manufac- 
| ture of a machine already designed, for top 
or bottom mounted. Box 510. 


| ENGINEER—14 years active in domestic 
|and commercial refrigeration work. Experi- 
|ence includes thorough knowledge of thermo- 
| dynamics and mechanics of gases, design of 
units, compressors, boilers and accessories 
| (expansion valves, floats, thermostats, etc.), 
|}engineering management, laboratory, pro- 
|} duction and service work. Position desired 
| with unit or parts manufacturer. References. 
Box 511. 

EXPERIENCED REFRIGERATION MAN: 
With Delco-Light and Frigidaire since 1918 
as dealer, field supervisor, distributor and 
branch sales manager and sub-branch man- 
ager. Branch or field organization work de- 
sired with strong and reliable company. 
References: every man for whom I have 
including present connection. Box 


512. 


TIME STUDY—Six years’ experience. Age 
27. In charge of time study the last three 
years with a NEMA member. Well versed in 
factory layouts, cost control, and waste con- 
trol. Any consideration greatly appreciated. 
Box 513. 


REFRIGERATION EXPERT. Qualified by 


experience to act in chief or consulting 
engineering capacity offers his services to 
manufacturer now in production or consid- 


ering to enter the industry. Licensed con- 
sulting engineer in State of New York. 


Box 514. 


| SIX WESTINGHOUSE UNITS 
| PLACED IN HOSPITAL | 


DENVER-—Six large commercial re- 


|frigerators were recently installed in 
|FitzZimmons General Hospital, U. S. 
| Army, here, by the Westinghouse com- 


pany. 
The refrigerators selected by officials 
of the hospital were the AP-440 models, 


}each having a capacity for food stor- 
age of 42.7 cu. ft. These models are | 


equipped with electric lights, adjustable | 
|shelves and can be used to store food, | 
serum or other perishable goods neces- | 
sary in hospital work. 


GIBSON REPRESENTATIVE 
LEAVES FOR SPAIN 


GREENVILLE, Mich.—Jose Lopez 
Zueras, new Gibson representative in 
Spain and Portugal, has left the factory 
here to begin work in Spain. 


| 
| 


SEEGER CABINETS INSTALLED 


| BOSTON—More than a dozen floating 


light ships, located in various parts of 
New England, have been equipped with 
cabinets by Seeger during the last two 
years. 


BARGAIN 
Stock of Larkin Coils 


Our entire stock of brand new, un- 
packed, Larkin Coils for commercial 
display cases and storage boxes will 
be sold to the highest bidder. Com- 
pany has retired from refrigeration 
business and is liquidating its inven- 
tory. 

Stock can be seen at any time and is 
all guaranteed. 

Write for details 


Address Box 509 
Electric Refrigeration News 


/ COMBINATION SUI 


How to save money on 


| 
| NO._| PUBLICATIONS y | YOU PAY |} YOU SAVE 
|Electric Kefrigeration News (1 Year) and ia a 
| l | Refrigeration Directory and Market Data vias $4.00 $1 00 | 
| ‘ | Electric Refrigeration News (2 Years) and a ray ee at 
) ra 
- Refrigeration Directory and Market Data - $6.00 $2.00 
" | Refrigerated Food News (1 Year) and oro = _ 
S [Refrigeration Directory ond Market Data Beek | $2.00 $1.00 
—~| Refrigerated Food News (1 Year) and ear — 
4 RFlectric Kefrigeration News (1) Year) | $3.50 > ov 
5 eo Refrigeration Directory ond Market Data Book and - ‘ge ‘ | 7 ina ; 
| Electric Kefrigeration News (1 Year) and $4.50 $1.50 
Refrigerated Food News (1 Year) | 
| Refrigeration Directory and Market Data Book and e9 | o % 
6 | Electric Refrigeration News (17 Weeks) 52.00 | > 1.00 — 
Order by number. Use coupon below. These rates for U. S. only 


3SCRIPTION RATES | 


your subscription order 


| Group Order Rates for U. 
| PUBLICATIONS] NUMBER 
See us 


UNITED STATES* } CANADAt|ALL OTHER COUNTRIES 
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S. and Foreign Countries 
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| subseription $3.00 $6.00 $4.00 These foreign 
Electric | 5 or more, each 2.75 | ».75 3.75 rates will 
Refrigeration 10 or more, each. 2.50 5.50 3.50 be increased | 
News 20 or more, each 2.25 §.25 3.25 on or before | 
150 or more, each | 2.00 ».00 3.00 Jan. 1, 1933 
| 1 subscription | $1.00 $2.00 $1.50 These foreign 
Refrigerated | 5 of more, each | 95 1.95 1.45 rates will 
Food }10 or more, each } 00 1.90 1.40 be increased 
News 120 or more, each | a5 1.85 1.35 on or before 
)0 or more, each HO 1.80 1.30 Jan. 1, 1933 
1 subscription | $3.50 | $7.00 | $5.00 These foreign | 
BOTH 5 or more, each | 3.25 6 75 4 75 rates will 
AP = 10 or more, each. 3.00 6.50 4.50 be increased 
PAPERS be 97 = 96 
20 or more, each 2.75 6.25 | 25 on of before 
50 or more, each 2.50 6.00 | 4.00 Jan. 1, 1933 
*U. S. and Possessions and Pan-American Postal Union Countries 
tHigh rates for Canada are due to Canadian tariff of Se per copy 
SUBSCRIPTION ORDER 
UBSCRIPTIO! y 


Please enter my order for COMBINATION OFFER NO....... Ob Dickssccnsesecce | 
Enter subscription to Electric Refrigeration News [] 1 Year $3.00. [] 2 Years $5.00. | 
Enter subscription to Refrigerated Food News [] 1 Year $1.00. [) 2 Years $1.50. 
Send 1932 Refrigeration Directory and Market Data Book $2.00 per copy | 
| 
| 
| j 
| Name | 
Address 
| City State 
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